In  This  Issue 


OUTDOOR  FIREPLACES 
REDWOOD  STORM  DOORS 
CHOOSING  THE  RIGHT  TYPE  OF  DISHWASHER 
YOUR  INSTALLATION  MAN  CAN  HELP 
KEEP  AHEAD  OF  YOUR  COMPETITION 


Nome 


Street 


■  Twenty  -  Two  beautiful  tints  and  " 
I  shades.  Decorative  combinations  H 
without  limit.  ROBOT-GRIP  with  a 
I  hundred  suction  cups  plus  center  | 
_  Supports  to  prevent  dishing.  ^ 


Loolc  at  these  features  .  .  .  con*  ^ 
cealed  cabinet  lighting  .  .  .  dis*  « 
tinctive  designs  .  .  .  mirror  clips  ■ 
to  eliminate  eye-sore  damps  .  .  .  ■ 
plus  a  guarantee  against  silver 

f  spoilage  .  .  .  you'll  find  them  alt 
in  Stylon  Medicine  Cabinets.  | 


IT’S  THE 


A  wide  range  of  china  and  chrome  ^ 
H  bathroom  accessories  skillfully  de-  | 
^  signed  for  functional  use,  adding 
B  the  finishing  touch  to  new  or  re*  B 
H  modeling  Installations.  H 


3-Way  Profit  Opportunity 

FOR  KITCHEN  and  BATHROOM  BEAUTIFICATION 


\  oii’i'f*  nioiioy  ahead  when  you  sell  tlie  Stylon  3-\Vay 
Homo  Beautification  Plan.  It’s  the  proven  way  of 
making  three  profits  from  one  sale,  f'omplete  heautifiration 
means  Stylon  Plastic  Tile  in  kitcheji  and  bath.  Stvlon 
Medicine  (^ihinets,  and  Stylon  (diina  and  Chrome  Acces¬ 
sories.  And  with  Stylon  pre-packaged  Plastic  Tile  you 
have  a  New  opportunity  for  over-the-counter  sales  with 
merchandising  displays  for  selling  the  “Do  It-Yourself’ 
home  tiling  idea.  Use  the  handy  coupon  below  —  Stylon 
means  sales  and  profits  to  you. 


I  Stylon  Corporation  | 

I  857  Commonwealth  Ave.,  Boston  15,  Mass.  | 

I  Gentlemen;  Please  rush  me  the  complete  story  on  the  | 

I  Stylon  3-way  profit  plan  with  Stylon  Plastic  Tile,  Medirine  | 

I  Cobinets,  ond  China  and  Chrome  Accessories.  i 


CORPORATION 

857  Commonwealth  Ave. 
Boston  15,  Moss. 


October  1951 


YOU  ARE  AHEAD  IN 

WHEN  YOU’RE  IN  THE  " /icc  LINE 


Most  Complete  Selection  of  BOTH 
Metal  and  Wood  Storm  Windows, 
Doors  and  Screens . 


Top  Grade  California 


Two  top  designed  wooden  windows  to  offer  your 
customers.  Rugged  Californio  Redwood  plus  Ace 
Guaranteed  Workmanship  combine  to  give  you 
the  best  on  the  market  today.  ~ 


Model  "B"  —  Special  overlap 
construction  with  all  iaints  in¬ 
terwoven.  Durable  plastic 
screen  and  simple  ventilation 
control.  _ _  k 


Model  "A"  —  The  new  Ace 
exclusive  2-track  self-storing 
window  —  with  full  control 
ventilation. 


4-light  horizontol  1-1/8”  thick 
with  roised  panel  and  solid 
bross  insert  hordwore. 


ALL  ALUMINUM  WINDOWS  6^  DOORS 


ACE  Climatite  All-Aluminum  satin  finish  starm 
windows  are  custom  built  with  all  the  latest  fea¬ 
tures  built  into  every  unit.  You  will  be  well  pleased 
when  you,  too,  carry  the  ACE  line. 


You  are  in  business  for  yourself  when 
you're  handling  both  wood  ond  oluminum 
K.  D.  Units  from  "ACE."  Write  todoy 
for  complete  information  •  -  -  ond  get 
ahead  in  profits. 


^ec  INDUSTRIES  CO/V1PANY 

Phone  8-321 1 


•  Youngstown,  Ohio 


2908  Glenwood  Avenue  • 


BUILDING  SPECIALTIEB 


I 


(Youngstown  Industries,  Inc. 

710  South  State  Street 
Girard,  Ohio  Phone  5-5408 


NON-STANDARD  Shieldall  Awnings  ore  manufactured 
within  two  weeks  from  the  dote  we  receive  your  order. 

LEAKPROOF  DESIGN  .  .  .  chimney  vent  ventilation  .  .  . 
all-weather  protection. 

CHOICE  OF  COLORS  .  .  .  solids,  stripes,  combinations. 

STANDARD  SIZE  AND  COLOR  SHIELDALLS  are  also 
available  ...  7  and  8  foot  circular  doorway  canopies  .  .  . 
three  sizes  .  .  .  venetian-style  door  awnings. 


DISTRIBUTORS 


cWDEALERS/ 


A  Few  Territories  Still  Available  to 


Qualified  Distributors  and  Dealers 


NO  INVENTORY  REQUIREMENTS 


. . 
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ANY  TYPE  WOOD  OR  MASONRY 
RESIDENCE  CAN  NOW  BE 
RE-SURFACED  WITH  AN  ASBESTOS 
SIDE-WAll  THAT  IS  SPRAYED  ON 


NEW  LOOK 


TEXTURED  FINISH 

RE*NU*jT 


,  ^  «IG.  TtAOE-MA*K  ; 

\  Jl  WATERPROOF  ^  h 
^  PRESSURE  SEALED  A 

^  RE-SURFACER  ^ 


«E*NU»IT  it  o  waterproof  pressure  sealed  tide-wall  returfacer  that  contains 
the  two  indestructible  minerals,  asbestos  and  mica,  and  it  fused  to  the  surface 
by  powerful  pressure,  not  merely  nailed  on  like  ordinary  tiding. 

The  «E*NU»IT  process  consists  of  the  material  being  air-blasted  to  the 
structure  approximately  1/16"  thick  thus  becoming  an  actual  part  of  tame. 
The  features  of  this  type  of  application  it  that  it  assures  complete  insulation  and 
greater  durability,  with  the  additional  advantage  that  by  becoming  part  of  the 
surface  the  product  does  not  hide  or  olter  any  of  the  original  architectural  lines 
and  contours. 

I1E*NU*IT  IS  available  in  9  attractive  colors  and  its  appearance  it  a  very  I 
definite  asset  at  it  looks  like  stucco  and  yet  is  not  quite  at  coarse. 


FOR  FULL  PARTICULARS  •  CALL  OR  WRITE  ! 


•  INSULATES 

•  PROTECTS 

•  BEAUTIFIES 


RE-NU-IT  CORP. 

424  WEST  42nd  STREET— Dept  B3 
NEW  YORK  18,  N.  Y. 

Please  send  complete  Applicator  information  to 


OR  FILL  IN  AND  MAIL  THE  ATTACHED  COUPON 


RE  -  NU  -  IT  CORPORATION 

424  West  42nd  St.  •  New  York  1  8,  N.  Y. 
LOngacre  3-6631 
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BUILDING  SPECIALTIES 


,,  _ 


. informative  . . . 


caulking  compound 

■  directory 


^  yours 
hr  the 
asking 


Use  this  coupon  to  obtain 
your  FREE  copy. 

SEND  TODAY! 


!  CALBAR  PAINT  A  VARNISH  CO.  Dept  B 


I  2612-26  N.  Martha  Street,  Phila.  25,  Pa. 

I  Gentlemen:  Please  send  me  your  CAULKING 
I  COMPOUND  DIRECTORY,  without  obligation. 

I  Compony  . 

I 

I  Address 


featuring. 


USES  OF  CAULKING  COMPOUND 
NOW  CAULKING  SAVES  MONEY 
HOW  TO  APPLY  CAULKING  COMPOUND 
ARCHITECTURAL  SPECIFICATIONS 

CAULKING  GUNS  AND  NOZZLES 

and  introducing: 


CALBAR  Caulking  Compound 

in  26  Colors:  to  meet  today's  demands,  CALBAR 

is  now  available  in  26  permanent  colors,  to  match  or 
harmonize  with  every  building  material  on  the  market!  CALBAR 

is  non-staining,  non-hardening  ...  and  meets 
the  requirements  of  the  Asbestos-Cement 
Products  Association  and  Federal  specifications. 


I  City 

I 


Calbar  Paint  ^  Varnish  Company 

Manufacturers  of  Technical  Products  *  Phila.  25,  Pa. 


Attention  Mr. 


Octooer,  1951 
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STAVl-®® 


Ttow"*"'? 

STO«l*  S*^* 


America  ^  S^lneH  aluminum  storm  sash 


Guaranteed  by  ^ 
Good  Housekeeping 


Nationally  advertised 


In  the  manufacture  of 
Season-all,  highest  quality 
materials  are  combined 

I  with  superior  design 

features  and  excellence 
in  workmanship.  The 
result  is  a  storm  sosh 
for  casement  windows 
^  that’s  unequalled  in 

performance,  efficiency, 
economy — and  in 
customer  sotisfaction. 


Here’s  why  leading  companies  prefer  Season-all  • . . 

ZJAe  c4riitocrat  o/  Storm  Sa^k  ! 

•  Permanently  installed  on  the  outside  of  the  windows  •  Open  and  close  automatically  with 
windows — never  have  to  be  taken  down  even  for  cleaning  •  Seal  out  drafts  and  dirt  •  Double 
glass  insulation  keeps  building  interiors  at  least  10%  cooler  in  summer  •  Built-in,  draft- 
proof  Vinyl  weatherstripping — an  exclusive  Season-all  feature — makes  possible  Jjf 

winter  fuel  savings  up  to  35%  •  Keep  window  condensation  to  a  11  h 

minimum  •  Provide  unsurpassed  all-weather  pro-  JjlHl 

tection  for  windows.  — - -  '  III 


Manufactured  by 

Aluminum  Fabricating  Co.  of  Pittsburgh 

Nationally  distributed  by 

Season -all  Sales  Corporation 

146  Forty-sixth  St., 
g/‘  ■  Pittsburgh  1,  Pa. 


iroven 


INSULATION 


Thousands  of  new  types  of  insu- 
lofion  jobs  are  open  to  you  with 
SproyCraft.  Since  if  can  be  ap¬ 
plied  over  ANY  surface,  EVLRY 
building  is  a  prospect. 


SprayCraft 


Formerly  Spray  Kote 


Acoustical  and  Industrial  Insulation 


ACOUSTICAL  CORRECTION 


CONDENSATION  CONTROL 


Offers  You  A 

BIG  BUSINESS 

OPPORTUNITY  NOW 

li  you  ar*  a  liTO-wiro  dealer  intereited  In  buUdinq 
your  eolume  to  tremendous  proportions.  SPRAYCRAFT 
oilers  you  a  brand  new  product  with  limitless  poesi 
bilities.  There  is  no  product  aTailable  to  you  today 
that  oilers  a  greater  range  ol  prospects,  or  larger 
proUt  opportunities.  If  you  want  to  expand.  inTestI 
gate  it  today. 


Study  These  Markets: 


lINSULATION: 


FIREPROOFING 


SprayCraft  has  an  extremely  high  coefficient  of  sound  absorption  and 
is  completely  incombustible.  This  makes  it  ideal  for  interior  insulation 
in  churches,  auditoriums,  offices,  restaurants  and  theatres. 

Condensation  con  be  effectively  controlled  by  SprayCraft.  This  opens  a 
tremendous  industrial  market  for  applicators.  SprayCraft  can  also  be 
applied  directly  to  masonry  walls  and  plasterboard  ceilings,  adding  to 
the  applicators'  markets. 

SprayCraft  is  an  ideal  material  for  thermal  insulation.  Sprayed  from  a 
gun  directly  on  any  surface  it  forms  a  uniform  coating.  It  eliminates 
the  dust  usually  present  during  insulation  application,  ond  is  water- 
repellent,  rust-resistant,  wind-tight,  and  fireproof. 


BIG  PROFITS— LARGE  VOLUME— A  NEW  FIELD 
- WRITE  FOR  DETAILS - 

SPRAYED  INSULATION,  INC. 


56-58  CRITTENDEN  ST. 


NEWARK  4,  N,  ), 
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YES!  IMMEDIATE  DELIVERY! 


Beauty  GRILLE 

WESTMORELAND 

ALL-ALUMINUM  —  for  all 
COMBINATION  STORM  DOORS 

A  thriving  business  awaits  you!  Your 
customers  will  appreciate  your  telling 
them  about  "Beauty-GRILLES"  —  for  more 
protection  and  added  appearance  — 
both  features  at  wonderfully  low  cost  in 
spite  of  zooming  aluminum  costs.  That 
spells  business-boom  for  you! 

A  complete  selection  of  push-grilles,  os 
well  as  decorative,  awaits  you  at  WEST¬ 
MORELAND  —  the  line  that  makes  and 
helps  close  more  sales  for  you! 


ALUMINUM  DOOR  SWEEPS  .  .  . 

With  live  rubber  —  on  excellent  over- 
the-counter  product  For  wood  or 
aluminum  door  bottoms. 


ALUMINUM  CANOPIES  .  .  . 

Here's  the  lowest  priced,  strongest  canopy  on  the  market. 
As  low  as  $15.95  list  (subject  to  usual  discounts),  you  can 
do  wonders  for  sales  volume  with  it.  For  example,  at  your 
low  cost,  use  Canopies  as  an  incentive  to  close  large  sales 
—  just  as  with  our  awnings  shown  below.  Whether  you 
sell  'em  or  give  them  away,  WESTMORELAND  can't  help 
but  add  profit,  prestige  and  personality  to  your  business. 


ALUMINUM  AWNINGS  .  .  . 

Everyone  loves  the  cicon  lines 
ond  enhancing  colors  of  our 
aluminum  awnings.  Practical, 
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BUILDING  SPECIALTIES 


Here's  the  secret  to 

Pdsitive,  Watertight  Framing 
and  More  Profits! 


Reliable  Supply  Co. 
Youngstown,  Ohio 


Tennessee 
Metal  Moulding 
Nashville,  Teni 


Building  Specialty 
Distributors,  Inc. 
Charlotte,  N.  C. 


It’s  the  permanent  watertight 
joint  vou  get  when  you  install 
the  patented  new  ARDit  Clamp- 
Down  Sink  Frame — popular  for 
the  new  vanit\  top  lavatories  and 
regular  sink  tops. 

And  sou  gel  it  with  no  scrib¬ 
ing.  no  rabeiling.  no  close  fitting, 
no  special  tools,  srdi  l  overlaps 
cover  a  full  '4  .  so  there's  no 
pop-up  at  edges  .  .  .  holds  any 
covering— linoleum,  plastic,  etc. 
.  .  .  can't  damage  covering  — 
ARDt  I  goes  on  alter  the  cover¬ 
ing.  so  bowl  in.iv  be  safely  and 
easily  removed  without  damage 
to  frame  or  top. 

Aluminum  ...  choice  of  bright- 
finish  or  anodi/ed  to  order.  Fits 
sink-tops  of  ^4".  1" 

with  coverings  from  1  32"  to 
See  your  nearest  cmromirim 
distributor. 

fREfl  Catalog  and  price  list  of 
ARDi  I  Clamp-Down  Sink  Frames 
(and  fold-down  typel. 


u/ie  '/te  dout^  aufi  front  to 
^idfr  ^oun  ondeno  ^ 


As  you  can  sec.  ardee  is  quickly 
and  easily  installed  Here  the  tem¬ 
porary  corner  clamps,  supplied 
with  ARDiE.have  been  hammered 
in  the  counter  opening  to  sup¬ 
port  sink  bowl  during  the  in¬ 
stallation. 


ALUMINUM  EXTRUSIONS 


Aluminum  is  high  on  the  list  of  critical 
materials.  Essential  users,  however,  may 
still  obtain  it.  Trimedge  extrusion  presses 
are  still  operating,  and  will  continue  to 
operate  as  long  as  aluminum  billets  are 
allotted  for  this  purpose.  Your  own  particular 
needs  for  Trimedge  aluminum  extrusions 
may  be  essential,  and  we  and  our  fellow 
Trimedge  distributors  located  in  most  met¬ 
ropolitan  centers  throughout  the  nation  are 
expending  every  effort  to  assure  you  deliv¬ 
ery.  We  urge  you  to  contact  your  Trimedge 
distributor  today  and  give  him  your  require¬ 
ments.  He  will  cooperate  with  you  100°o. 


This  ‘'under-the-counter’’  view 
shows  the  bowl  and  frame  in  po¬ 
sition.  held  securely  in  place  by 
the  lugs,  making  a  waterproof 
sink  and  counter-covering  instal¬ 
lation. 


Clamp-Down 

SINK  FRAMES 


Made  by  the  makers  at  fomowi  CHROMTRIM 

R  D  WERNER  CO  .  Inc  Oeot  BS  295  Fifth  Ave  .  New  York  16.  N  Y 
R  D  Werner  Co.  'Canada'  Ltd  Oshawa.  Ontario 
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’^WrfMITY  IS  THf  BOND  BETWEEN  US”  -  WARNER 


Mr.  Leonard  M.  Lipman  .  .  . 

Director  ot  design,  development  ond  production. 
Graduate  of  Newark  College  of  Engineering 
Naval  Research  Laboratory,  senior  member  Amer 
icon  Society  of  Tool  Engineers.  Assistant  to  Chief 
Tool  Engineer  Curtiss-Wright  during  World  War  II 
Mr.  Lipman's  more-than  ten  yeors  experience  in 
tooling,  designing  and  production  methods  is  o 
leading  factor  In  WARNER  s  success  story. 

His  ingenuity  and  dealer-minded  foresightedness 
led  to  the  development  of  WARNER  KD  engi¬ 
neering,  in  successful  operation  today  all  over 
the  country. 


“Watch  Warner. 


ALUMINUM 
COMBINATION 
SCREEN  & 
STORM  SASH 


COMBINATION 

DOORS 


PORCH 

ENCLOSURES 


Uieather- master 


"We,  at  Warner  Manufacturing  Corporation,  have  long  been  in  the  enviable 
position  of  being  'watched'  by  our  worthy  colleagues  and  competitors  in 
the  Storm  Window  and  Door  field.  We  appreciate  both  the  honor  and  the 
responsibility. 

'Today,  in  the  face  af  severe  material  shortages,  that  responsibility  becomes 
a  driving  force  that  is  keeping  one  Warner  division  busier  than  it  ever  was. 
That  division  is  our  'Research  and  Development'  Section. 

"Here,  new  products,  new  materials  and  new  methods  are  being  born,  old 
standbys  improved  and  every  process  subjected  to  careful  scrutiny  by 
expert  eyes  trained  in  design,  engineering  and  production. 

"Some  of  R  &  D's  efforts  will  soon  see  the  light  of  public  inspection.  While 
we  are  not  at  liberty  to  divulge  their  nature  at  this  time,  you  may  be  sure 
they  will  excite  interest  in  the  field. 

"Warner  projects  are  many  in  number.  All  are  aimed  at  maintaining  leader¬ 
ship  in  the  field  —  for  the  benefit  of  its  distributors,  dealers  and  consumers. 
That's  one  of  the  reasons  much  of  the  Industry  watches  Warner. 

"The  end  result  is  the  goal  that  has  always  motivated  Warner  activities, 
in  the  plant  and  in  its  friendly,  cooperative  relationship  with  its  customers  .  .  . 


"WARNER  .  .  .  first  of  all!" 


UlflRnER  infG.  CORP.,  JERSEV  CITV,  R.  J. 


OVER  350,000 
NOW  IN  USE  ON 
RESIDENTIAL  and 
COMMEROAL 
BUILDINGS 


JlSLUk, 


COMBINATION 

WINDOWS 


7{^oi<A€nc4tc 

Lifetime  Aluminum 

BASEMENT 

COMBINATION 


Th*  only  compUto  program  ovor  offorod 
to  Oftturo  luccest  of  ovory  doaUr't  bu»>> 
n»«i  A  carofulty  planned,  step  by  step 
program  for  tales,  promotion  and  tn- 
ttallotion  it  provided.  We  furnith  FIELD 
ASSISTANCE  and  SUPERVISION  by  men 
with  plenty  of  ttorm  window  experi¬ 
ence  and  "know-how/'  WRITE  TODAY! 


’TVc  (^0<A€n.  <lU  7{/cKd<X€o4, 

CiKcC  ^CL4€meKt4- 


Winter  Seal  CORP.  Detroit  27,  Mich. 
HAYES-WOLVERINE  CORP.  Detroit  4, 


of  Mode 
s-Wolveri 


DEALERS: 


O^^cx  a  (^(xm^detc  .CcKef 

ALL  WINTER  SEAL  AND  HAYES- 
WOLVERINE  PRODUCTS  ARE 
POPULAR  AND  PROFITABLE! 


7{^Ck(cx  Seal 


All  Aluminum  — Self  Storing 

WEATHERMATICS^ 

Adjust  with  the  Weather  — 
Don'f  Chonge  with  the  Season 


W.  S.  Corp.  1951 


October,  1951 
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On  the  House . . . 


The  recent  action  of  the  Fed¬ 
eral  Reserve  Hoard  in  liberaliz¬ 
ing  Regulation  \V  is  good  news  for 
building  .specialty  dealers.  The  new 
credit  rules  will  undoubtedly  make 
it  easier  for  dealers  to  expand  their 
markets  and  reach  customers  who 
might  otherwise  not  buy.  .4s  re¬ 
vised  by  the  Hoard,  the  10' <  down 
payment  requirement  of  Regulation 
W  need  not  he  fulfilled  until  the 
entire  in.stallation  has  been  com¬ 
pleted.  In  addition,  the  maturity 
date  has  been  extended  from  .‘10 
months  to  .‘16  months. 

♦  ♦  « 

Liberal  credit  is  an  e.s.sential  con¬ 
dition  to  volume  .sales  and  a  nece.s- 
sity  in  the  specialty  field  but  it  is 
not  a  substitute  for  good  .salesman¬ 
ship.  You  still  have  to  be  a  good 
.salesman  the.se  days  to  make  home 
owners  buy  your  products  despite 
the  fact  that  there  is  i)lenty  of 
money  in  the  consumer's  pocket,  or 
rather,  his  bank.  Lest  there  be  any 
doubt  that  consumers  really  have 
money,  here  are  some  quotes  from 
the  financial  column  of  the  New 
York  Post  written  by  S.  F.  Porter. 
♦  *  ♦ 

“Deposifs  in  .Vmerica’.s  sjivings 
hanks  have  been  jumping  since 
early  spring,  are  now  at  an  all- 
time  peak  of  over  $2(1  billion. 

“Savings  and  loan  as.sociations 
gained  .S8.50  million  in  funds  in  the 
first  six  months  and  expect  to  keep 
gaining  at  this  sen.sational  rate, 
confidently  predicting  the  top  year 
in  their  history. 

“Sales  of  life  insurance  are 
smashing  19.50’s  records  every 
month,  are  running  a  full  five  per 
cent  ahead  of  last  year. 

“Sales  of  I'.  S.  Government’s 
small  savings  bonds — the  little  .$25 
and  .$50  “E”  bonds — are  running 
11 'f  ahead  of  1950  despite  all  talk 
to  the  contrary  and  more  people 
are  buying  bonds  via  payroll  sav¬ 
ings  plans  now  than  at  any  time 
since  the  war's  end." 

(Continued  on  Page  28) 
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BUILDING  SPECIALTIES 


Why  Wait... 

Here  is  an  outstanding  combination  self¬ 
storing  window  that  features  the  Best  of 
BOTH  Metal  and  Wood  ! 

Three  sliding  ALUMINUM  Framed  Glass 
and  Screen  Panels  are  interchangeable 
from  inside  of  house  in  a  matter  of  seconds. 

The  outer  one-piece  Wood  Frame  with 
ZINC  Metal  Slides,  becomes  a  permanent 
inconspicuous  part  of  prime  window. 


SELF-STORING 

Model  MW  COMBINATION  WINDOW 


NOTE  THESE  POPULAR  FEATURES .  . 

•  Comes  in  Stock  Sizes— fits  most  openings. 

•  Ready  and  Easy  to  Install  Permanently. 

•  Completely  Self-Storing. 

•  Quick  Interchangeable  from  inside  of  house. 

•  One-piece  picture-type  Wood  Frame  Protected 
against  Warpage  and  Swelling. 

•  Zinc  Slide  channels  for  easy  panel  operation. 

•  Three  Aluminum-Framed  Glass  and  Screen  panels. 

•  Weatherstripped  meeting  rails. 

•  Prowler-proof  interlocking  panel  arrangement. 

•  No  maintenance, 


II 


SUPPLY  IS  APT 

TO  BE  LIMITED  SO  GET  ON  THE 
SECURITY  BAND  WAGON  NOW! 
Production  is  Geared  for  Almost  Im¬ 
mediate  Delivery.  Write  -  Wire  or 
Telephone  Mr.  Van  Fleet  for  Inform¬ 
ation.  Special  Prices  and  Sample. 


SiMCA  r92o  - 


|iriizph..i 

!i>ii~i.«iil 


SECURITY  SASH  and  SCREEN  CO 


©SSS  Co  1951 


',4  Division  of  the  Security  Company 


385  Midland  Ave.  *  Detroit  3,  Michigan 
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BUILDING 

SPECIALTIES 

October  1951 


Fouith  Quartei  Aluminum 
Allotments  Slashed  By  NPA 

Unexpectedly  drastic  reductions  range  from 
12  to  25%  say  manufacturers  of  metal 
combination  storm  windows  and  awnings 


A  KTER  cheerfully  assuring 
manufacturers  of  consumer 
durables  that  the  amount  of  alum¬ 
inum  they  would  receive  for  the 
fourth  quarter  would  be  equivalent 
to  about  46';  of  the  base  period 
(first  6  months  of  1950),  the  NPA 
suddenly  and  drastically  slashed 
the  CMP  allotments  of  combination 
storm  window  and  metal  awning 
manufacturers.  A  quick,  spot  check 
by  the  editors  of  this  publication 
reveals  that  instead  of  getting 
165'< ,  the  storm  window  manufac¬ 
turers  have  been  getting  allotments 
that  range  from  I2'f  to  257f  for 
the  fourth  quarter. 

At  the  time  this  is  being  written 
the  NPA  has  as  yet  made  no  public 
announcement  of  the  rea.son  for 
this  dra.stic  cut  and  apparently  has 
no  intention  of  doing  .so.  To  meet 
this  crisis  the  board  of  directors 


of  the  National  Combination  Win¬ 
dow  and  Door  Institute  met  in  New 
York  on  September  21st.  It  was 
decided  that  a  four  man  delegation 
including  Charles  K.  Hunter,  i)resi- 
dent  of  the  Institute,  would  go 
immediately  to  Washington  to 
press  the  ca.se  of  the  storm  window 
industry  before  the  Building  Mate¬ 
rials  Division  of  the  NPA. 

Industry  Surprised 

In  the  opinion  of  the  board  mem¬ 
bers  there  is  not  much  hope  of  any 
change  in  the  fourth  quarter  allot¬ 
ments  at  this  late  date.  The  NPA’s 
tactic  in  not  announcing  the  severe 
cuts  it  was  preparing  caught  the 
Institute  and  the  entire  indu.stry 
off  guard  and  will  probably  prevent 
any  eflfective  counter  measures 


against  its  unjust  and  capricious 
action. 

What  the  directors  of  the  Insti¬ 
tute  hope  to  do  is  stage  a  strong 
tight  in  Washington  for  more  .sat¬ 
isfactory  metal  allotments  for  the 
first  quarter  of  1952.  They  are  en¬ 
couraged  in  this  by  the  NPA’s  ac¬ 
tion  in  the  copper  and  stainless 
steel  situation.  The  DPA  recently 
did  the  “impo.ssible”  when  it  issued 
an  e.xtra  fourth  quarter  allotment 
of  .stainless  steel  to  jiroducers  of 
consumer  durables  as  a  result 
of  metal  turned  back  by  the  De- 
fen.se  Department  and  the  Atomic 
Energy  Commission.  In  the  copper 
situation  the  jiinch  is  .so  tight  that 
the  NPA  is  preparing  to  dip  into 
its  stockpile  .somewhat  until  the 
copper  strike  is  ended. 

There  are  numerous  rea.sons  for 
{Continued  on  Pnqe  28) 
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Are  Your  Installation  Men 
Helping  Your  Business? 


A  PKOI’KKLY  trained  installa- 
tion  man  can  do  a  deal 

to  help  increase  a  dealer’s  business. 
Pr(;i)er  traininjr  means  much  more 
than  mere  skill  and  accuracy  in  the 
actual  application  of  the  product. 
After  all  your  installation  mechanic 
is  as  much  your  rejjresentative  as 
your  best  .salesman  and  the  im- 
pre.ssion  he  makes  on  the  customer 
often  determines  whether  or  not 
your  salesman  will  jjet  more  leads 
from  any  particular  home  owner. 

Hear  in  mind  that  a  woman's 
h(  me  is  her  shrine  and  next  t(»  her 
family  it  is  usually  the  most  im¬ 
portant  thinjr  in  her  life.  Obviously, 
the  home  owner  who  is  willing  to 
spend  .'JrlOO  to  .5(500  on  a  home  im- 
I  rovt'ment  product  cares  a  K>‘t*at 
deal  about  the  house  he  or  she  lives 
in.  therefore  see  that  your  installa¬ 
tion  crew  treats  it  with  respect. 
Dont  leave  metal  chips,  sawdust, 
wood  shavinfjfs.  paint  spots,  or  cig¬ 
arette  stubs  around.  Just  as  im¬ 
portant  as  the  clean-up  job  is  the 
way  your  mechanic  or  crew  chief 
handles  the  customer. 

I  se  Identity  Card 

.Most  women  feel  unea.sy  about 
admittinjr  stranjre  men  to  their 
homes  when  their  husbands  are  not 
around.  It  is  very  reassurinjf  to  the 
housewife  to  know  that  the  man 
who  ai»pears  at  her  door  has  leji:iti- 
mate  business  with  her.  (live  your 
installatinii  man  some  .sort  of  ident¬ 
ity  card  or  letter  with  which  he 
can  make  himself  known  to  her. 
Clean  uniforms  or  overalls  of  a 
lijfht  color  on  the  men  aPo  help 


becau.se  they  jrive  an  imjjre.ssion  of 
neatness  and  cleanliness.  Having 
your  name  stenciled  on  the  back  of 
each  uniform  is  impre.ssive  and 
.serves  as  an  excellent  advertise¬ 
ment  for  your  company. 

Your  mechcmic  is 
as  much  your 
represenlative  as 
your  star  sales¬ 
man — so  trcdn  him 
to  moke  a  favor¬ 
able  impression  on 
the  lady  of  the 
house. 

Use  a  droi)  cloth  whether  re- 
(piired  or  not.  Its  presence  .shows 
that  you  intend  to  take  pains  to 
avoid  me.ssing  up  the  home  and 
this  effort  on  your  part  makes  an 
excellent  impression  on  the  hou.se- 
wife  and  creates  good  will.  Don't 
bother  the  customer  with  reque.sts 
for  a  container  in  which  to  jiut 
scraps  of  waste  material.  Bring 
your  own  container  along  and  tuk( 
it  (Ill'll ji  irifh  non.  It  is  annoying  to 
have  to  dispo.se  of  this  material  no 
matter  how  neatly  you  have  col¬ 
lected  it.  so  don’t  leave  this  con¬ 
tainer  behind  you  as  a  job  for  the 
home  owner  to  take  care  of. 

If  you  are  installing  windows 


the  job  should  not  be  considered 
complete  until  the  glass  is  polished 
and  shining  brightly.  Don’t  under¬ 
estimate  the  importance  of  this! 
No  matter  how  carefully  you  clean 
up  after  the  job.  if  the  windows 
are  left  dirty  the  housewife  will 
consider  the  work  messy — a  mess 
that  she  will  have  to  sjiend  several 
hours  cleaning  up  and  this  will 
hardly  leave  her  well  disposed 
towards  your  company. 

IVdish  Window:. 

He  sure  that  your  mechanic  takes 
along  the  materials  necessary  for 
cleaning  the  glass  inserts.  For  this 
pui'ixKse  it  is  best  not  to  use  soap 
and  water  or  any  other  cleaner  that 
requires  water  as  this  means  that 
you  have  to  obtain  water  from  the 
customer  and  then  get  rid  of  a 
container  of  dirty  water  some- 
wheres.  One  of  the  quicke.st  and 
easiest  ways  to  clean  the  windows 
is  to  make  use  of  the  type  of  cleaner 
employed  by  attendants  at  gasoline 
.service  stations.  This  is  contained 
in  a  small  bottle  with  an  atomizer 
that  sprays  a  fine  mist  of  the 
cleaner  on  the  glass  pane.  A  quick 
wipe  with  a  LINTLESS  cloth  and 
the  job  is  done. 

Dont  let  your  mechanics  smoke 
on  the  job!  Even  if  they  do  not 
accidentally  mar  the  furniture  the 
finish  of  the  floor  or  some  fine  piece 
of  furniture,  they  mu.st  dispo.se  of 
the  .stubs  .somewhere  and  snuff  out 
the  light.  If  you  are  working  in¬ 
doors  and  the  home  owner  or  his 
wife  .sees  you  smoking  she  will 
(Cniifiiiiii  il  nil  I^iiiii  20) 
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SOMITHING  NEW! 

Aladdin  STEEL 

Combination  Windows 

In  Beautiful  Aluminum  Finish 


Aladdin  Steel  Combination  Windows  put  you  20  jumps  ahead  of  your 
competition.  As  a  matter  of  fact,  there  is  no  competition;  you  don't  have  to  cut 
prices  or  offer  specials.  With  Aladdin  you  have  a  top  quality,  finely  engineered, 
easily  installed  window  with  EXIRA  sales  features  that  no  other  dealer  can 
touch  .  .  .  and  no  homeowner  can  resist. 


No  Competition  —  Brand  New  Sales  Features 


KD  —  or  assembled. 

^  Fast,  simple  installation;  special  features  that  will  save 
^  you  time  and  money. 

^  A  surprisingly  attractive  price. 

^  Precision  made  by  experienced  manufacturers,  with  the 
^  finest  engineering.  No  costly  service  calls,  no  misfits. 


Beat  the  field  —  Write  TODAY  for  Information 


ALADDIN  MFG.  CO. 

1510  S.  State  Street 
Girard/  Ohio 

Phone:  Girard  5-9421 
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How  To  Use 
Specialty  Advertising 


By  WILLIAM  SHEPPARD 
Sales  and  Advertising  Consultant 


Author'!  Note:  Although  most  of  you 
ore  familiar  with  some  phases  of  spe¬ 
cialty  advertisirtg,  you  probably  will 
admit  that  when  a  specialty  advertis¬ 
ing  salesman  comes  around  you  hear 
only  what  he  wants  to  tell  you  or 
what  you  have  time  to  hear.  I  know 
that  when  I  was  Sales  Manager  for 
a  Pennsylvania  building  specialty 
dealer,  I  would  have  handled  the  ad¬ 
vertising  appropriation  more  wisely  if 
I  had  known  the  whole  specialty  ad¬ 
vertising  story. 

1‘ait  I 

piKST,  let’s  ask  and  answer  this 
question:  “What  is  Speeialty 
Advertising?” 

To  make  that  answer  clear  it 
is  probably  better  to  start  out  by 
sayiriff  what  it  is  not.  Specialty 
Advertising  does  not  include  the 
conventional  forms  of  advertising 
such  as  Newspaj)ers,  Radio.  Bill¬ 
boards,  Car  ("ards,  etc.  When  you 
u.se  Specialty  Advertisinf?  you  don't 
sj)ace  or  time  for  advertising: 
you  tret  your  money’s  worth  by 
rfiriiiff  somethintr  of  value  .so  that 
the  reci|)ient  will  retain  it  and  thus 
continue  to  receive  the  advertisintr 
mes.satre  over  a  lontr  jieriod  of  time. 

The  bitrtrest  concern  in  the  busi¬ 
ness,  Brown  &  Bitrelow.  calls  this 
“Remembrance  Advertisintr"  and 
de.scribes  it  as  beintr  the  “tantrible 
evidence  of  friendship”.  Shaw- 
Barton,  The  Osborne  Company. 


Thomas  I).  Muri)hy.  Kemper- 
Thomas,  Louis  P.  Dowd  and  the 
others  si)eak  of  it  as  frii'inUn  atlrer- 
ti-sinf/  that  trives  pleasintr  evidence 
of  personal  intere.st  and  tn’atitude. 
We  can  i)ut  aside  their  ro.se  colored 
trlasses  and  still  find  much  of  merit 
in  the  use  of  Specialty  Advertising. 

The  advertising  jobs  which  every 
building  specialty  dealer  has  to  do 
are  the.se : 

1.  He  must  i)romote  his  l)usine.ss 
name. 

2.  He  must  |)romote  goodwill. 

.‘L  He  mu.st  j)romote  .sales. 

Now  the  third  job,  of  course,  is 
where  he  sinks  or  swims  but  tho.se 
.sales  will  come  easier  if  the  com- 
l)any’.s  name  is  well  known  and  if 
its  reputation  is  good. 

One  of  the  best  and  cheapest 
methods  of  accomplishing  those 
first  two  advertising  aims  is  by  th«* 
intelligent  and  aggressive  u.se  of 
the  Specialty  Advertising  concern’s 
leading  product :  the  calendar.  Be- 
cau.se  I  believe  that  the  calender 
can  do  .so  much  for  building  spe¬ 
cialty  dealer.s — if  thuj  hitii  ntid  (li.s- 
trihide  it  ii'i.'idii — I  am  going  to 
di.scu.ss  it  at  much  greater  length 
than  the  other  Specialty  Advertis¬ 
ing  ideas. 

Repetition  and  advertising  are  as 
in.separable  as  Mary  and  her  little 
lamb.  Even  to  the  point  of  annoy¬ 
ance  we  all  have  drummed  into  our 
ears  and  flashed  before  our  eyes  the 
idea  that  a  particular  cigarette  is 
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Calendars  like  this  provide  valuable 
remembrance  advertising  for  dealers. 


“.so  round,  so  firm,  so  fully  i)acked”. 
that  that  .soap  is  “99  44  100', 
pure",  that  we  should  “ask  the  man 
who  owns  one".  You  want  your 
company’s  name  to  become  as  fa¬ 
miliar  as  tho.se  slogans  are  to  all 
the  j)eople  whom  you  can  reach 
with  your  trucks.  This  takes  rejM'- 
tition  and  nothing  that  I  know  of 
can  build  this  "business  identity” 
with  such  frequency,  such  perse¬ 
verance  and  such  pleasantness  as 
the  calendar. 

The  calendar  is  useful  and  neces¬ 
sary ;  it  is  friendly ;  it  makes  a  good 
impression:  it  is  personal,  going  to 
the  right  place  with  little  waste 
circulation;  it  has  continuity;  it  is 
economical.  Once  a  calendar  is  hung 
that  space  comes  to  you  free  for  a 
whole  year,  certainly  a  remarkal)le 
advertising  accomplishment.  Sold? 

TYPES  TO  CONSIDER 

There  are  two  types  for  you  tt) 
consider,  each  doing  .some  of  the 
jobs  of  the  other,  but  not  being 
interchangeable. 

(Contitnu  fl  on  Pngr  .SO) 
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Sell  a  QUALITY 

Redwood  Storm  Door 

to  increase  your  sales 


By  ARTHUR  M.  HOTLEN.  Pres., 
Redwood  Storm  Window  Co. 


OF  the  many  dealers  in  the  com¬ 
bination  storm  window  indus¬ 
try  only  a  few  realize  the  potential 
of  combination  storm  doors  as  a 
means  of  sellinji:  additional  storm 
windows,  plus  the  profits  derived. 
It  is  the  rule,  not  the  exception,  to 
be  told  time  anytime  again,  by  com¬ 
pany  after  company  that  storm 
doors  are  sold  only  occasionally, 
that  for  every  ten  storm  window 
contracts  sold,  only  one  or  two  also 
include  storm  doors. 

Today,  combination  storm  doors 
are  an  indu.stry  in  itself.  Therefore, 
why  don’t  more  storm  window 
companies  .sell  more  storm  doors’/ 
Let  us  try  to  analyze  this  unusual 
attitude  of  the  majority  of  storm 
window  dealers. 

There  are  apjjroximately  15  man¬ 
ufacturers  of  wood  storm  windows, 
and.  with  the  exception  of  one  or 
two,  the.se  manufacturers  al.so  pro¬ 
duce  wood  storm  doors.  There  are. 
however,  countle.ss  mills  through¬ 
out  the  entire  country  that  .solely 
manufacture  wood  storm  doors. 

We  can  .safely  say  that  prior  to 
the  year  1946  there  were  only  a 
hand  full  of  storm  window  dealers 
throughout  the  entire  country.  This 
is,  therefore,  a  comparatively  new 
industry,  dealers  having  been,  with 
these  few  exceptions,  in  business 
for  five  years  or  less.  Having  had 
so  little  exi)erience,  if  any,  when  de¬ 
ciding  to  take  on  a  storm  door,  with 
rare  exceptions  a  dealer  would  take 
on  any  storm  door.  Now  what  was 
the  result’?  Many  of  the  wood 


storm  doors,  which  were  an  exclu¬ 
sive  manufactured  product  up  until 
the  latter  part  of  1947,  were  and 
.still  are  of  inferior  grades  of  lum¬ 
ber.  The  dealer,  therefore,  because 
of  continued  complaints,  always 
made  a  change.  In  fact,  it  was  not 
unusual  for  a  dealer  to  be  handling 
four  or  five  different  storm  doors. 

Today,  a  dealer  will  handle  a 
wood  .storm  door  if  he  would  not 
have  to  paint  if  after  installation; 
if  it  was  thick  enough;  if  it  was 
kiln-dried  and  if  it  was  manufac- 


/'/iofit  ('our/rsy  .S'/f'rm  H’ni/imt'  Co. 

Quality  Redwood  doors  help  dress  up  the 
front  of  a  home  and  make  it  attractive. 


tured  properly  and  of  the  best 
grade  of  lumber. 

Again  with  very  rare  exceptions 
there  is  no  .storm  window  dealer 
who  wouldn’t  handle  a  good  wood 
.storm  door.  There  is  no  doubt  in 
my  mind  that  many  thou.sands  of 
additional  storm  doors  could  and 
would  be  .sold  if  dealers  knew  where 
to  obtain  doors  of  really  satisfac¬ 
tory  quality.  * 

Various  grades  of  Redwood 
storm  doors  have  been  manufac¬ 
tured  and  have  been  .sold  by  count¬ 
le.ss  numbers  of  dealers.  However, 
a  dealer,  in  fact  any  dealer,  will 
take  on  a  Redwood  door  if  it  is 
made  of  clearheart  Redwood,  and 
if  it  is  a  finished  product;  treated 
with  wood-life  and  clear  varni.shed 
both  sides,  ready  for  in.stallation. 
When  confronted  with  such  a  prod¬ 
uct,  clearheart  grade  Redw’ood, 
kiln-dried,  modern  design,  wide 
side  styles  for  necessary  fitting, 
finished  full  1 'A"  thick  out  of  6/4 
lumber,  most  dealers  will  agree  that 
this  .storm  door  will  .satisfactorily 
insulate  any  door  opening  and  that 
its  natural  finish  will  blend  with 
any  color  door  frame;  THAT  THIS 

IS  thp:  answer  to  his 

STORM  DOOR  PROBLEM. 

With  no  exceptions,  and  1  re{)eat. 
with  no  e.xceptions,  dealers  every¬ 
where  have  told  me  that  had  they 
been  handling  a  top  quality  red¬ 
wood  door  since  they  entered  this 
industry,  be  it  one,  two,  or  five 
years  ago,  it  would  have  resulted 
in  much  greater  profits  with  far 
le.ss  complaints.  Today  more  and 
more  dealers  are  attrjicted  to  door.s 
of  the  ty[)e  I  have  described  to  solve 
what  has  been  a  real  problem. 


BUILDING  SPECIALTIES 


Choose  The 


Right  Type  ol  DISHWASHER  for  Every 


lyyfANY  a  dealer,  checking  over 
the  layout  of  a  customer’s 
new  kitchen,  is  likely  to  be  of  the 
opinion  that  the  choice  between  a 
top-opening  and  a  front-opening 
dishwasher  is  merely  a  matter  of 
personal  preference. 

But  ’tain’t  so. 

You  do  have  a  choice  between 
top -opening  and  front  -  opening 


Pin 

CLKCTBICCmK. 

KITCHEN 

7  lo-»" 

rxAUoK 

oO 


filCHT 


dishwashers  —  and  it’s  a  good 
thing.  Because,  according  to  the 
kitchen-planning  experts  of  the 
General  Klectric  Home  Bureau, 
each  individual  kitchen  presents 
its  own  problems  of  traffic  patterns, 
work  surfaces  and  storage  space. 
And  putting  the  wrong  dishwasher 
into  a  kitchen  can  easily  de.stroy 
the  efficiency  of  the  whole  room. 
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There’s  a  dishwasher  to  tit  every 
kitchen,  whatever  the  layout  of  the 
room  may  be.  Choosing  the  right 
one  is  the  key  to  much  future  con¬ 
venience  for  the  cu.stomer. 

For  instance,  suppose  you  have 
a  narrow  two-wall  kitchen,  in 
which  walking-around  space  is  at 
a  premium.  A  glance  at  Plan  No.  1 
shows  why  an  electric  sink,  with  a 
top-opening  dishwasher  in  it,  is  the 
proper  installation  for  this  type  of 
room.  As  you  can  see  in  the 
“wrong”  sketch,  a  front-opening 
dishwasher  in  the  “open”  position 
necessary  for  loading  and  unload¬ 
ing  dishes  would  completely  block 
off  kitchen  traffic  and  would  also 
hinder  work  at  the  range. 

In  Plan  No.  2.  on  the  other  hand, 
the  main  problem  is  one  of  provid¬ 
ing  the  homemaker  with  enough 
counter  work  space.  Here  the  front¬ 
opening  dishwasher  is  recom¬ 
mended  becau.se  it  assures  an  un¬ 
broken  counter  space  between  the 
sink  and  refrigerator.  The  dish¬ 
washer  fits  under  the  counter  and. 
when  it’s  being  loaded  or  unloaded, 
does  not  interfere  with  traffic  from 
one  work  center  to  another.  A  top¬ 
opening  model,  however,  would 
break  up  the  counter  space  when 
open  for  loading  and  unloading. 

Setting  up  the  proper  equipment 
for  a  kitchen  such  as  the  one  dia¬ 
grammed  in  Plan  No.  .*?,  the  G-E 
architects  selected  a  drop-in  di.sh- 
washer  of  the  top-opening  type. 
Again,  as  you  can  see  from  the  sec¬ 
ond  .sketch,  the  front  -  opening 
model  is  inadvisable  becau.se  in  an 


Kitchen  Plan 


open  position  it  would  prevent  easy 
access  to  the  food  preparation  cen¬ 
ter  at  the  sink. 

Plan  No.  4  shows  a  kitchen  in 
which  the  Ki‘t*atest  need  is  again 
for  counter  space  —  on  both  left 
and  right  sides  of  the  sink.  Obvi¬ 
ously,  a  front-opening  dishwasher 
is  the  better  choice.  A  top-opening 
model  would  result  in  le.ss  of  the 
counter  space  vital  to  kitchen  ef¬ 
ficiency. 

I'-.S'.r'ped  Kitchen 

In  a  small  U-shaped  kitchen,  like 
Plan  No.  5,  a  top-opening  dish¬ 
washer  is  preferred  because  a 
front-opening  model,  when  open, 
would  completely  block  off  a  sub¬ 
stantial  part  of  the  counter  and 
storage  space.  What’s  more,  when 
working  at  the  sink,  you’d  hardly 
have  room  to  turn  around. 

For  many  years,  many  home¬ 
makers  have  wanted  front-opening, 
undercounter  dishwashers  bec^u.se 
they  needed  unbroken  counter 
space  in  their  kicthens.  But,  as  you 
can  see  in  the  sketches,  the  advan¬ 
tage  of  unbroken  work  space  is 
cancelled  out  if  the  kitchen  is  so 
shaped  that  an  open  front-opening 
dishwasher  interferes  with  the  nor¬ 
mal  kitchen  traffic  or  makes  stor¬ 
age  areas,  work  surfaces  and  ap¬ 
pliance  centers  inaccessible. 

There  are  kitchens  in  which  a 
front-opening  dishwa.sher  is  the 
perfect  answer  to  planning  prob¬ 
lems  —  and  there  are  kitchens 
where  it  won’t  fit  in  at  all.  And 
that  goes  for  the  top-opening  mod¬ 
els,  too. 
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How  to  Keep 
Your  Salesmen 
Ahead  of  Competition 


BUILDING  SPECIALTIES 


Mechaniie 


OMPETITKJN  never  dies! 
Every  sales  extH.-utive  knows 
all  too  well  that  every  industry, 
every  business,  whether  small  or 
lar^e.  competes  with  every  other 
industry  or  business.  That  every 
sales  .staff  competes  with  every 
other  sales  staff. 

They  realize  too  that  a  bb/  |)art 
of  the  daily  job  is  the  development 
and  di.scovery  of  buyer-.seller  tech¬ 
niques  that  help  keep  their  sales 
|)eople  on  top. 

Here  are  5  time-tested,  e.xperi- 
ence-tested  selling  methods  worth 
]>assinj?  alonjr  to  your  staff.  Ajr- 
^M’e.ssive  ajjplication  of  the  first  two 
produced  $2.‘{0.0()(*.00()  in  sales  in 
one  year  for  a  nationally  famous 
appliance  company. 

1.  Sell  competitively — 
sell  aggressively 

Never  for  one  moment  think  that 
you  can  sit  back  and  take  it  ea.sy. 
.Never  for  one  moment  think  that 
the  sales  staff  across  the  street  is 
.iroinjr  to  let  up. 

Sell  competitively,  sell  ajrjrre.s- 
'ively.  in  the  shrewd,  diplomatic, 
intelligent  fashion  every  money- 
makinjr  .salesman  is  cajjable  of. 

Don’t  ever  be  annoyingly  com- 


--  Pt  iutt'rs'  1  nk 


petitive.  By  all  means  don’t  knock 
your  competition  in  an  ()bvious,  ag¬ 
gressive  manner.  Few  customers 
will  like  it. 

Latch  on  to  every  competitive 
advantage  you  are  capable  of  di.s- 
covering  and  spread  the  good  word 
far  and  wide.  Never  forget  that  you 
are  part  and  parcel  of  the  great 
American  system  of  competition. 

That  very  competition  has  made 
America  the  wealthie.st  nation  in 
the  world  and  now  provides  each 
and  every  one  of  us  with  the  best 
standard  of  living  available  any¬ 
where  on  this  globe. 

Sell  comi)etitively  in  big  and  lit¬ 
tle  things.  And  don’t  be  afraid  to 
use  the  office  boy  to  help  you  either. 
ILse  the  recejitioni.st.  the  truck 
driver,  the  president’s  wife,  the 
president  himself. 


2.  Keep  your  competition 
off  balance 

Keep  them  forever  on  the  defen¬ 
sive.  Keep  them  answering  your 
currently  lust  sales  story,  sales  ad¬ 
vantage,  while  you  are  in  the  pro¬ 
cess  of  developing  a  new  and  better 
selling  point  to  continue  to  con¬ 
found  them.  Keep  them  guessing. 

Keep  them  in  an  anxious,  wait¬ 
ing  mood  by  continuously  flooding 
your  market  with  .sales  information 


Get  tbar  fastest . . . 


high-lighting  the  advantages  of 
your  product  or  services,  high¬ 
lighting  its  uses,  greater  profit  and 
consumer  acceptance. 

Feature  the  u.ses  and  desirable 
qualities  of  your  product  in  every 
thoughtful  way  to  your  customer’s 
dominant  needs,  wants,  desires. 

3.  Sell  into  the  selling  opportunity 

It  isn’t  as  obvious  as  you  think, 
nor  is  it  practiced  as  much  as  it 
should  be,  in  spite  of  all  the  suc- 
ce.ss  stories  proving  its  value.  Only 
the  most  enterprising  busine.sses 
do  it  with  any  degree  of  practiced 
regularity.  Many  near  successes  do 
it  intermittently  and  irregularly. 
Likewi.se  many  a  .salesman  fails  to 
.seek  out  the  buyer  with  any  intelli¬ 
gent  forethought  and  consi.stency 
in  tho.se  times  when  he  is  hunger¬ 
ing  mo.st  for  the  merchandise  and 
service. 

Are  there  any  clues’.' 

Many.  And  all  free  at  hand.  Gov¬ 
ernment  agencies  (the  Department 
of  Labor.  Bureau  of  the  Census, 
Federal  Reserve  Bank.  Department 
of  Agriculture,  etc.),  your  own 
busine.ss  association,  colleges  and 
universities,  your  community’s  Bet¬ 
ter  Busine.ss  Bureau  and  a  goodly 
number  of  other  organizations  can 
(t'oiifi iiiu’d  on  P'  pv  Id) 


Pick  ripe  markets  . .  . 
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Shown  at  the  right  is  the  cast  iron  unit 
of  an  outdoor  fireplace.  This  type  has 
movable  bottom  grates  and  grill  sections 
and  a  heavy  angle  iron  frame.  Upper 
door  is  for  fuel  while  lower  opening  is 
for  ash  removal. 

riuito  courtesy  The  Majestic  Co. 


Looking  for  a  profitable  extra  item 
that  is  easy  to  install  and  really 
attractive  to  home  owners?  Try 


OUTDOOR  FIREPLACES 


From  Data  Furnished  By 
The  Majestic  Co. 

TUK  outdoor  fireplace  Krill  ha.s 
become  enormously  attractive 
to  home  owners  and  more  and  more 
of  them  are  beKinniiiK  to  appear  in 
back  yards  and  patios.  b"or  the 
.specialty  dealer  the  new  found 
popularity  of  this  product  has  e.spe- 
cial  siKniticance  since  no  other  re¬ 
tailer  is  better  situated  to  reach 
the  home  owner. 

This  pojiularity  is  no  flash  in  the 
pan,  the  public  is  really  intere.sted. 
This  should  not  be  surprisiiiK  since 
modern  architecture  has  stres.sed 
outdoor  liviiiK  for  years.  Pick  up 
almost  any  maKazine  that  caters 
to  women  and  home  owners  and 
notice  how  many  “dream”  houses 
have  lai’Ke.  attractive  patios  with 
.some  .sort  of  outdoor  fireplace  and 
Krill.  FTequently  in  such  houses  the 
back  yard  or  patio  is  merely  an 
extension  of  the  liviiiK  room  be¬ 


yond  walls  where  the  host 

provides  informal  “al  fresco”  din¬ 
ners. 

There  is  probably  no  KJ’^ater 
pleasure  than  eatinK  food  hot  from 
a  Krill  out  in  the  open  on  rustic 
furniture.  Now  it  is  no  loiiKer  nec¬ 
essary  to  drive  out  into  the  country 
for  miles  to  enjoy  this  pleasure. 
With  the  modern  type  fireplace 
Krills  now  available  the  home  own¬ 
er  can  stay  in  his  own  back  yard 
or  patio  and  treat  his  Kue.sts  with 
food  riKht  from  the  Krill. 

Until  recently  the.se  outdoor  fire¬ 
places  tended  to  be  rather  elaborate 
and  costly  to  build.  The  averaKe 
dealer  was  .somewhat  reluctant  to 
handle  a  product  that  required  the 
.services  of  a  .skilled  bricklayer  or 
stone  ma.son  for  installation.  His 
profit  on  the  item  was  .sometimes 
not  enouKh  and  the  labor  cost  made 
the  installation  too  expensive. 

Recently  an  enterprisiiiK  dealer 
figured  out  a  way  to  provide  the 
home  owner  with  an  outdoor  fire¬ 


place  at  a  fraction  of  the  former 
cost  (only  $40  to  $50  complete)  and 
at  the  .same  time  made  it  possible 
to  put  extra  profits  into  the  deal¬ 
er’s  pocket.  By  gJitht^rinK  together 
all  the  neces.sary  material  for  an 
installation  in  one  package  and  by 
•selecting  this  material  with  an  eye 
to  fitting  the  specifications  of  the 
grill  to  be  u.sed,  the  dealer  found 
that  it  was  .so  simple  and  ea.sy  to 
install  the  product  that  the  cus¬ 
tomer  could  even  do  it  him.self. 
Dealers’  mechanics  could  do  the 
job  in  about  three  hours  and  the 
costly  .services  of  skilled  bricklay¬ 
ers  or  stone  ma.sons  are  thus  elim¬ 
inated. 

The  package  includes  11  large 
fire-resistant  concrete  blocks,  two 
large,  smooth  finish  cement  work 
tops,  three  ba.se  blocks,  i)repared 
cement  mix  for  mortar,  cement 
paint,  and  a  strong,  all-metal  ready 
built  fireplace  unit.  The  fireplace 
unit  ha.s  a  heavy  angle  iron  frame, 
cast  iron  bottom  grate  and  grill 
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in  ivniovable  sectinns.  The  tirei)lace 
can  he  painted  almost  any  color  to 
match  lawn  or  |)orch  furnitui'e. 

The  iron  unit  has  two  metal 
doors,  one  above  the  other.  The 
ui)per  one  opens  into  the  fuel 
chaml)er  while  the  lower  one  pro¬ 
vides  access  to  the  ash  pit  under 
the  lower  ^rate.  One  or  both  doors 
have  adjustable  vents  in  them 
which  regulate  the  draft. 

While  there  are  .some  suburban 
communities  that  have  restrictive 
laws  rejfardinjt  backyard  fires,  very 
few  prohibit  the  use  of  properly 
built  outdoor  fireplaces.  However, 
every  dealer  should  consult  his  local 
fire  department  to  avoid  violating 
any  fire  ordinances. 

Simple  (’onslruction 

From  the  i)oint  of  view  of  .sabs 
this  type  of  outdoor  fireplace  has 
.several  advantaRes.  Becau.se  of  the 
simplicity  of  its  con.struction  it  can 
be  .sold  to  tho.se  customers  who  like 
to  do  their  own  building.  Since 
there  are  a  great  many  home  own¬ 
ers  who  enjoy  putting  together 
such  i)refabricated  materials  to 
form  a  desirable  home  improve¬ 
ment,  the  number  of  cu.stomers  who 
will  want  to  do  their  own  a.s.sembly 
will  be  quite  substantial.  For  the 
dealer  this  is  a  considerable  advan¬ 
tage  since  it  eliminates  the  cost 
of  the  mechanic’s  work. 


by  the  dealer  and  since  this  is  a  job 
of  only  two  or  three  hours,  a  mech¬ 
anic  can  in.stall  at  least  three  grills 
a  day.  Because  the  entire  fireplace 
is  e.xtremely  compact  and  does  not 
bulk  very  large  it  can  easily  fit  into 
the  average  suburban  backyard  or 
patio  without  si)oiling  its  api)ear- 
ance.  This  is  imi)ortant  since  most 
backyards  are  rather  modest  in 
size  and  it  is  a  point  for  the  .sales¬ 
man  to  mention. 

The  fact  that  it  can  be  painted 
to  match  or  harmonize  with  patio 
furniture  is  another  advantage  be- 
cau.se  it  can  then  be  made  to  blend 
with  its  surroundings  and  thus  will 
not  become  unduly  conspicuous. 
This  is  .something  that  the  hou.se- 
wife  will  appreciate.  While  the  sale 
must,  of  course,  be  made  to  both 
the  home  owner  and  his  wife,  the 
main  appeal  of  an  outdoor  grill  is 
(Contitund  on  Poffe  89) 


Big  Market  For  Home  Incinerators 


This  is  how  a  com¬ 
plete  installation 
looks.  Note  the  fire 
resistant  concrete 
blocks  surrounding 
the  cast  iron  grill 
unit.  The  smooth 
cement  tops  on 
either  side  of  the 
metal  grill  come 
with  the  rest  of  the 
materials  used  in 
setting  up  the  fire¬ 
place.  The  bag  in 
the  foreground  con¬ 
tains  a  cement  mix 
for  the  concrete 
blocks  that  only  re¬ 
quires  water.  A  me¬ 
chanic  can  install 
this  fireplace  in 
about  three  hours. 


However,  one  may  rea.sonably 
as.sume  that  most  customers  will 
want  to  have  the  installation  done 


TITHE  problem  of  garbage  and 
rubbish  dispo.sal  in  homes  and 
apartments  has  opened  a  new  mar¬ 
ket  for  building  specialty  dealers. 
They  are  finding  they  can  take  ad¬ 
vantage  of  this  increasingly  com¬ 
plex  problem  by  .selling  home  in¬ 
door  incinerators. 

The  increasing  number  of  cities 
and  villages  with  ordinances  pro¬ 
hibiting  the  burning  of  rubbish  and 
garbage  in  open  outside  burners 
makes  the  indoor  incinerator  a 
necessity  in  the  modern  day  home. 

Rigid  municipal  .sanitation  and 
health  codes  have  made  the  indoor 
incinerator  an  ab.solute  nece.ssity  in 
many  communities,  and  at  the  same 
time,  puts  extra  profits  in  the  deal¬ 
er’s  pocket. 

National  advertising  by  the  man¬ 
ufacturer  and  local  newspaper  ad¬ 
vertising  by  the  dealers  prepared 
from  mats  furnished  them  also  aid 
in  turning  up  prospects  for  the  in¬ 
door  incinerator,  but  the  dealer’s 
l)er.sonal  selling,  rings  up  the  .sales. 

The  indoor  incinerator  not  only 
burns  trash,  wa.stepaper,  and  rub¬ 
bish,  but  al.so  gets  rid  of  all  tret 
and  dry  garbage.  The  incinerator 


is  constructed  .so  that  a  downdraft 
keeps  air  circulating  through  the 
refu.se.  This  acts  as  a  drying  agent 
and  ha.stens  burning. 

(Continued  on  Page  89) 


Indoor  incinerators  completely  bum 
both  wet  and  dry  garbage  and  refuse. 

Photos  courtesy  The  Majestic  Co. 
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B.  S.  REPORTER . . . 


The  factory  of  Lincoln  Products  Co.  produces  Venetian  blinds  and  combination 
windows.  Lincoln  is  the  new  distributor  of  Youngstown  Industries  for  the  New 
York  area. 


Draitite  Changes  Name  to 
Dustite  Products  Co. 

The  Draftite  Products  Co.  an¬ 
nounces  that  its  name  will  hence¬ 
forth  be  the  Dustite  Products  Co. 
The  company’s  products  will  iden¬ 
tify  all  its  products  by  the  name 
"DUSTITE.”  Located  in  Dayton, 
Ohio,  Dustite  makes  a  plastic 
weather.stripping  for  metal  case¬ 
ment  windows  which  is  easily  in¬ 
stalled  and  removed  and  very  ef¬ 
fectively  .seals  out  du.st,  moisture, 
and  drafts. 

*  ♦  4c 

Don  B.  Wallace,  Inc.,  To 
Supply  Redwood  to  Mirs. 

Don  B.  W’allace,  Inc.  of  Detroit 
announces  the  availability  of  Red¬ 
wood  for  storm  windows  and  doors 
in  large  quantities.  The  company 
ships  directly  from  three  of  the 
best  band  .saw  mills  in  the  Hum¬ 
boldt  Bay  area.  The  Redwood  from 
this  section  is  of  premium  quality 
and  the  mills  mentioned  have  the 
latest  equipment  for  careful  and 
thorough  kiln  drying.  In  addition, 
the.se  mills  practice  air  drying  be¬ 
fore  kiln  drying,  which  pre.serves 
the  texture  of  the  wood  to  the 
greatest  extent. 

The  company  has  long  experience 
in  supplying  manufacturers  of 
Redwood  storm  windows  and  doors 
and  ships  carload  lots  direct  from 
the  mills.  Deliveries  are  made  in 
about  ten  days  to  two  weeks  after 
loading  of  freight  cars. 

«  «  4t 

Stitt  Named  Cleveland  Sales 
Mgr.  By  Broinard  Steel  Co. 

John  P.  Stitt  has  been  named 
district  .sales  manager  in  Cleveland 
for  Brainard  Steel  Company.  He 


formerly  was  the  company’s  rep¬ 
resentative  in  the  Buffalo  di.strict. 
His  post  there  is  being  filled  by 
James  0.  Tavenner,  formerly  in 
Brainard’s  main  office  in  Warren. 
Ohio. 

Mr.  Stitt  came  to  Brainard  Steel 
in  1947  and  fir.st  worked  in  the  pur¬ 
chasing  department.  He  moved  to 
the  Buffalo  office  in  1949.  Before 
joining  Brainard  he  had  been  with 
Republic  Steel  in  VV'arren.  He  is  a 
Naval  Air  Corps  veteran,  and  at¬ 
tended  Dennison  University. 

4c  4t  « 

Jones  &  Brown  Appoint 
W.  J.  Sauer  as  Mgr. 

W.  J.  Sauer  has  been  appointed 
Merchandi.se  Manager  of  Jones  & 
Brown,  Inc.,  it  was  recently  an¬ 
nounced  by  E.  N.  Ro.senthal,  Presi¬ 
dent  of  the  company.  Mr.  Sauer, 
formerly  a  J&B  sales  representa¬ 
tive  for  the  .states  of  Missouri, 
Kansas,  Oklahoma,  Arkansas, 
Western  Tennessee,  Western  Ken¬ 
tucky  and  Southern  Illinois,  will 
now  handle  the  merchandising  of 
all  Jones  &  Brown  products  in  all 
of  the  national  markets  covered  by 
the  company. 


Youngstown  Announces  Awn¬ 
ing  Distributor  for  N.  Y.  Area 

Young.stown  Industries,  Inc., 
manufacturers  of  Shieldall  alumi¬ 
num  awnings,  announces  the  ap¬ 
pointment  of  Lincoln  Products  Co., 
1010  Sunri.se  Highway,  Baldwin, 
N.  Y.,  as  its  new  distributor.  The 
territory  covered  by  the  new  dis¬ 
tributor  will  include  all  of  Long  Is¬ 
land,  the  five  boroughs  of  New 
York  City,  Lower  Connecticut, 

New  Jersey,  and  New  York  State 
as  far  north  as  Pougkeepsie.  Mr. 
A.  B.  Mallins  is  president  of  Lin¬ 
coln  Products  Co. 

♦  •  ♦ 

Security  Offers  To  Make 
Metal  Mouldings.  Slides 

The  Security  Co.,  385  Midland 
Avenue,  Detroit  3,  Michigan,  ad¬ 
vise  that  they  have  capacity  and 
material  available  for  rolling  sash 
slides,  special  mouldings,  and 

weather  strip.  This  should  be  of 

particular  interest  to  .storm  win¬ 
dow  manufacturers  who  are  con¬ 
verting  to  wood,  since  many  wood 
units  u.se  metal  mouldings  of  this 
nature. 

(Continued  on  Page  42) 
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BUILDING  SPECIALTIES 


Arthur  L.  Field,  owner  of  the  Delaware 
Storm  Sash  Co.  of  Wilmington,  Del.  and 
one  of  the  windows  he  has  so  success¬ 
fully  sold  to  the  owners  of  new  homes. 


Delaware  Dealer  Cashes  In 
On  New  Construction  Market 


SOLICITING  new  home-owners 
^  for  storm  window  sales  before 
they  move  in  their  new  dwellinK-s 
offers  a  heavy  p.sychological  advan¬ 
tage  to  .salesmen.  The  new  occu¬ 
pant  is  in  a  receptive  move,  he  is 
ready  and  even  willinpr  to  li.sten  to 
any  di.scussion  which  is  aimed  to 
improve  his  brand-new  quarters, 
and  what’s  more  he  is  most  likely 
geared  financially  to  afford  im¬ 
provements  for  his  home. 

Impressed  by  the  potentialities 
of  this  market,  Delaware  Storm 
Sash  Co.  of  W’ilmington,  Del.  has 
concentrated  its  sales  effort  toward 
the.se  people  with  ^ratifyin^t  re¬ 
sults.  The  firm  his  a  working 
agreement  with  architects,  build¬ 
ers  and  realtors  to  furnish  leads, 
and  supplements  this  information 
by  contacting  building  in.spectors 
in  the  various  municipalities  and 
culling  the  newspaper  columns. 
This  effort  is  .sometimes  augmented 
by  an  automobile  tour  by  one  of 
the  salesmen  who  rides  to  a  new 
building  development  and  often 
talks  to  the  future  owners  who  are 
(Confimnd  on  Page  89) 


TRADE-IN  ALLOWANCE 


Big  7tpd9‘ln  Allowance  for  Your  Old  full 
Length,  Push  Typo,  or  Nort-Worhablo 
Combination  Windows 


SEE  THE  NEW  SENSATIONAL 

-  HUNTER  - 

PULLMAN  TYPE  COMBINATION  WINDOW 
WITH  BUILT-IN  WEATHER  STRIPPING 


With  MUNTft  WINDOWS 


EASIEST  TERMS  IN  DELAWARE 


Your  Order  Accepted  Without 
Down  Payment 

36  MONTHS  TO  PAY 

Pay  Your  first  Monthly  Payment 
Next  Year 

0«  r*  N»«.  Itt 


c«  F«(t«rv  <  ubB«m 

W««rB«ft insist*. 

ihiWfif  Kmvv  MBit  I 


KENT  6ND  SUSSEX 
COUNTY  RESIDENTS 
PHONE  COLLECT  OR 
MAIL  THIS  COUPON 


KNiter  Sh«d« 
S<pe«nifif 


GUARANTEED 
FOR  LIFE!! 


1811  LANCASTER  AVS 


Newspaper  ads  of  the  Delaware  Storm  Sash  Co.  features  trade-in  allowances. 
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The  door  is  manufactured  by  the 
Ellwood  Aluminum  Door  Co.  and 
is  ready  for  immediate  delivery 
through  di.stributors.  Folder  and 
complete  information  may  be  had 
from  the  company. 


New  Redwood  Self-Storing 
Combination  Storm  Window 

The  Feather-Lite  Manufacturing 
Company  has  added  to  their  line  of 
aluminum  combination  .storm  win¬ 
dows  and  doors,  THE  CHIEF,  a 
Redwood  .self-storing  combination 
storm  window.  The  keynote  of  this 
new  window  is  rigidity  of  construc¬ 
tion.  simplicity  of  operation,  and 
the  neat  appearance  on  the  home. 

The  .selling  features  are  the  ex¬ 
clusive  Indian  Grip,  an  interlock- 


Aluminum  Combination  Door 

Made  of  the  finest  extruded  alu¬ 
minum,  this  combination  door  fea¬ 
tures  rigid  construction,  an  em- 
bos.sed  kick  plate,  and  competitive 
pricing.  It  has  three  hinges,  and 
two  glass  inserts  which  are  easily 
removed.  Screen  in.serts  for  sum¬ 
mer  use  are  available. 


Products  I 
Methods 


joints.  The  glass  and  .screen  in.sert 
is  backed  by  a  larger  sliding  gla.ss 
panel. 

Picture  frame  moulding  is  built 
up  to  a  center  thickness  of  2  inches. 
All  surfaces  are  Wood-Life  treated 
and  finished  with  PAR  for  a  last¬ 
ing  .satin  finish,  hand  rubbed  and 
waxed.  The  entire  door  is  deliv¬ 
ered  ready  to  install  and  is  fully 
equijjped  with  brass  plated,  or  hand 
forged  black  hardware. 


ing  feature  that  otfers  a  practical 
and  simple  air  seal ;  metal  sa.sh 
slides,  which  allow  a  wonderful  op¬ 
portunity  for  promotion  and  dem¬ 
onstration. 

The  “Chief”  being  a  .self-storing 
unit  introduces  a  simple  arrange¬ 
ment  for  the  storing  of  gla.ss  or 
screen  on  the  inside  portion  of  the 
.storm  window,  controlling  it  or 
holding  it  in  place  by  specially  de¬ 
signed  finger  tip  control  springs. 
V'^entilation  is  obtained  by  merely 
tilting  back  the  floating  sill  and 
locking  in  place.  The  Feather-Lite 
“Chief”  is  a  beautifully  furniture 
finished  over-lap  type  window.  It 
is  an  ideal  unit  for  porch  enclosures 
and  is  very  easily  and  inexpen¬ 
sively  installed. 

Prices  are  e.stablished  with 
0.  P.  S.  and  price  li.sts  and  .sample 
are  available  on  request.  In  order 
to  accommodate  the  flow  of  orders, 
FEATHER-LITE  is  again  increas¬ 
ing  its  plant  size — the  third  tim( 
within  the  past  twelve  months. 


Gregg  Has  New  Redwood 
Combination  Door 

Made  by  Gregg  Engineering  Co., 
this  new  Redwood  combination 
door  has  a  frame  of  5  4  clear 
heartwood  with  mortise  and  tenon 


Salesman’s  .samples  available  for 
$20.00  C.O.D.  May  be  u.sed  as  a 
primary  door  or  for  porch  en¬ 
closures. 


Vaporseal  Insulation 

New  Reflective  Kimsul  insula¬ 
tion  is  a  flexible,  .stitched  cellulose 
fiber  blanket  insulation  combined 
with  a  highly  reflective  aluminum 
foil  vapor.seal  cover.  It  is  manufac¬ 
tured  in  Double  and  Medium  thick¬ 
ness,  designed  for  application  to 
16”,  20",  and  24"  center-to-center 
frame  spacing;  available  also  in 
48"  width  for  indu.strial  applica¬ 
tion. 

Compre.s.sed  Kimsul  is  packaged 
100  .sq.  ft.  and  200  .sq.  ft.  to  a  roll, 
includes  neces.sary  fiber  .strips  for 
fa.stening  ends  of  the  blanket. 
T rademarks  on  the  cover  are  spaced 
{Cntititnied  (oi  Page  45) 


GREGG 


Self-  Ventilating* 

COMBINATION 
REDWOOD  DOOR 

This  beauty  is  different!  So  different  that  we've 
applied  for  patents  on  several  of  its  unique 
features.  The  rare  and  distinctive  richness  of 
genuine  California  Redwood  is  fully  utilized  in 
strength  and  styling  to  make  a  Combination 
Door  of  elegance  beyond  compare!  As  a  Door, 
it  enhances  the  entrance-way  while  giving  year- 
round  protection  .  .  .  butted  together,  all-year 
porch  enclosures  are  simple  to  construct  without 
carpentry!  That's  what  keeps  the  cash  register 
ringing  .  .  .  and  a  profitable  business  growing! 


greggI 

ENGINEERING  J 
COMPANY,INC.  jd 


•  Frame  is  5  4  clear  hardwood, 
mortise  and  tennon  jointed  Built 
into  opening  are  .  .  . 

•  Glass  &  Screen  insert  backed  by 
a  larger  sliding  glass  panel. 

•  Picture  frame  moulding  built  up 
a  center  thickness  of  Z . 

•  Wood  Life  treated,  finished  with 
PAR  lor  lasting  satin  finish,  hand 
rubbed  and  waxed. 

•  Delivered  ready  to  install. 

•  Fully  equipped  with  brass  and 
brass  plate  hardware. 

•  Perfect  for  use  as  PRIMARY 
DOOR  as  well  as  Combination 
and  porch  enclosure. 


•  fEATHER  GLIDE  WEATHER  PANEL  ADJUSTS  UP  OR  DOWN  AT  THE  TOUCH  OF  A  FINGER' 
Manufacturers  of  Famous  Greggwood  Combination  Windows  &  Doors 

478  BEIHONI  AVENUE  KAIEDON,  N.  J.  MUlBEmV  4-1S60 

5osfern  O/vision  V-Seaf"  Corporation 


nil  increa.siiiK  quantity.  Power 
•shortages  on  the  West  Coast  and 
in  Arkansas  and  a  strike  in  Canada 
have  also  resulted  in  decreased  pro¬ 
duction.  In  addition  allocations 
have  been  increased  to  the  defense 
supporting  industries. 

Ju.st  what  line  of  attack  the  dele¬ 
gation  from  the  Institution  will 
take  in  Washington  has  not  yet 
been  di.sclo.sed.  Meanwhile  some  of 
the  smaller  manufacturers  are  find¬ 
ing  them.selves  in  difficulties  be- 
caus  of  a  lack  of  metal  to  carry 
them  through  the  fourth  quarter. 

On  the  House  every  dealer  to  The  situation  of  each  manufacturer 

(Cmifinucd  from  Page  l.S)  make  the  home  owner  think  that  is  so  different  that  it  is  impossible 

IViiple  are  putting  aside  8  to  !)  he  is  getting  his  money’s  worth  and  to  make  any  generalized  judgment 
pE*r  cent  of  their  income.s,  a  per-  Ihe  only  way  to  do  it  is  by  good  about  the  industry  as  a  whole, 
centage  far  above  the  normal  and  SELLING.  Some  manufacturers  have  built 

are,  to  quote  Porter  again,  “reveal-  op  inventories  or  had  sufficiently 

ing  an  inclination  toward  thrift  4th  Quarter  Aluminum  lorge  allocations  in  the  second  and 

that  rarely,  if  ever  has  been  {Continued  from  Page  15)  third  quarters  to  permit  them  to 

matched  in  pejicetime.”  It  is  ob-  the  tight  situation  in  aluminum,  ride  out  the  la.st  three  months  of 

vious  that  there  is  plenty  of  money  Chief  among  the.se  is  the  fact  that  the  year. 

available  but  people  are  not  going  aluminum  has  taken  over  top  prior-  Others  are  supplying  their  deal- 
to  spend  it  unless  they  think  they  ity  in  mobilization  expansion  and  ers  with  as  much  aluminum  as  they 
are  getting  .something  worthwhile  the  Defen.se  Department  is  taking  can  and  filling  out  with  wood  win. 
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(lows  and  doors.  Still  others  have 
Kone  completely  over  to  wood. 

The  worst  difficulty  faced  by  the 
industry  is  the  Keneral  uncertainty 
reKarditip-  the  first  quarter  of  1952 
and  beyond  since  it  is  almost  im- 
po.ssible  to  make  any  plans  for 
future  production  without  .some 
inklintj  of  the  amount  of  metal 
which  will  be  made  available. 


Installation  Men 

{Coiitiniit (I  from  Paar  16) 

come  runninfr  with  an  a.sh  tray  and 
will  keep  hovering  about  fearful 
that  one  of  your  men  will  burn  a 
hole  in  her  be.st  ruf?  or  do  other 
damage.  Nor  is  it  safe  to  smoke  on 
the  job  even  if  you  are  workinjj  out 
of  doors.  Inevitably  cijjarette  .stubs 
are  to.s.sed  into  the  shrubbery  or  left 
around  the  }^round.s  for  the  home 
owner  to  clean  up  afterwards. 

Sometimes  a  little  bit  of  la.st 
minute  attention  can  brighten  up 
the  appearance  of  a  product  con¬ 
siderably.  Aluminum  combinations 
are  a  good  e.xample.  Although  the 
aluminum  alloy  u.sed  is  quite  tough, 
superficial  .scratches  sometimes 
mar  the  surface  of  the  metal.  Also 
oxidation  while  in  storage  will 
.sometimes  make  a  combination 
window  look  rather  dull.  A  few 
moments  spent  in  cleaning  a  unit 
with  aluminum  or  .stainle.ss  .steel 
wool  will  enormously  enhance  its 
appearance  and  show  it  off  to  be.st 
advantage  to  its  new  owner. 

If  sheet  metal  screws  are  u.sed 
in  the  application,  it  is  wi.se  to 
space  them  uniformly  and  at  an 
equal  height  on  both  sides  above 
the  hou.se  sill.  Uniform  spacing  of 
.screw  heads  makes  the  job  look 
neater. 

Finally,  before  leaving,  the  lady 
of  the  hou.se  .should  be  taken  to 
.several  windows  and  carefully  IN¬ 
STRUCTED  IN  THEIR  OPERA¬ 
TION.  She  should  be  a.sked  if  she 
understands  how  they  work  and 
the  installation  man  should  not 
leave  until  he  is  absolutely  certain 
(Continived  on  Page  32) 


STEEL  CASEMENT 


A  DEAL  YOU  CAN’T  MISS! 

ALL  CUSTOMERS  SATISFIED 
NO  INSTALLATION  NECESSARY 


THIRTEEN  ^  REASONS  WHY 

You  Should  Sell 

BARHHART 

Aluminum  Storm  Panels  For 
All  Mokes  of  Steel  Casements 


1.  Your  profit  runs  from  100%  to  200%. 

2.  A  25-year  tested  quality  product,  approved  by 
EVERY  casement  manufacturer. 

3.  No  installation  problem.  No  costly  labor  installations. 
No  costly  call-backs  and  headaches. 

4.  Windows  glazed  EASILY  in  a  few  seconds. 

S.  Three  standard  sizes.  Fit  any  casement.  (No  preparation). 
6.  Interchangeable  with  standard  screens. 

7.  Heat  saving  alone  pays  for  storm  sash  cost  in  four  years. 

8.  Less  than  48%  of  complete  sashing  costs. 

9.  Eliminates  all  drafts  through  casement. 

(Quick  uniform  heating  throughout  house). 
10.  No  ugly  tracks,  guides  or  gadgets  to  mar  beauty  of  home. 
It.  No  interference  with  curtains,  drapes,  Venetian  blinds,  shades,  etc. 
12.  Trim  and  neat;  blends  perfectly  with  windows 
13.  Recommended  and  sold  for  years  by  all  leading  manufacturers. 

BUY  BEST. . .  BBY  BARHHART  STORHI  SASH 


IMMEDIATE  DELIVERY! 


fty  8tDrm  tothinM  Dnly  Hm  IKirf  •!  th«  window, 

your  cuofomor  tovot  80%  to  90%  of  tho  hoot,  otKorwito 
lett.  And  it  cotH  him  48%  lott  to  toth! 

CompUtoly  Oloiod  3  High  Fixod  Aluminum  Storm  Ponol 
Modo  ond  Glosod  8y  You  For  Only  S3.75  .  .  .  Modo  ond 
Olotod  iy  S4.S$ 


SEND  FOR  SAMPLES  and  PRICE  LISTS 

Typ«  ScrMfi  or  Storm  Sorh  Siiot 
II 


U-HxM 
U  -  %  X  4«V4 


A.  W.  BARNHART  CO. 

Manufacturers  and  Distributors  i.„. 

SteeUAIuminum  Storm  Sash,  Screens,  Glass  Jalousies, 
Combination  Units,  Etc. 


MAIN  OFFICE  AND  FACTORY 


140  Highland  Street  •  PORT  CHiSTIR,  N.  Y. 
Telephone:  POrt  Chester  S-2320 
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BUILDING  SPECIALTIES 


indolite 


Are  ALL-WAVS  Right.. .For  Everj-  Building, 

Old  or  New!. ..but  especially  RIGHT  for  alert 
dealers  who  aim  to  get  their  share  of  the 
rapidly  expanding  and  highly  profitable  market 
opened  up  by  WINDO-TITE... these  ultra  modern 

all-purpose  windows.  Their  sales  appeal,  fast  turnover 
and  good  profits  have  made  them  among  the  fastest  selling, 
glass  louvered  (jalousie)  windows  in  the  country. 

Designed  and  produced  by  men  who  really  know  windows  -■ 

WINDO-TITE  has  endless  applications... windows,  doors, 
the  making  of  "extra”  rooms,  porch  enclosures,  store  front 

ventilators,  hospitals  and  schools.  Architects  and  owners 
alike  praise  their  modern  beauty,  utility  and  durability. 

Market-tested  range  of  standard  and  custom  sizes, 
with  removable  inside  screens  and  storm  sash,  makes 
it  easy  for  you  to  get  in  on  more  jobs.  Simple, 
speedy  installation  saves  you  time  and  money. 


1  LUDMAN 

Corporal  km  I 

L-r3 

DEPT.  BS-10  P.O.BOX  4541 

MIAMI,  FLORIDA  J 

1  -. 

1 

Manufacturers  of  nationally  known 

AUTO'lOK  A  1  U  M  1  N  U  M  AND  WOOD  AWNING  W 

Specialty  Ads 

(Ctinthnu  d  from  Pape  18) 

1 — The  Home  Calendar:  Thi.s,  a.s 
its  name  tells  you,  is  the  small  cal¬ 
endar  that  Roes  into  the  home  anti 
is  usually  aimed  at  the  kitchen 
where  the  housewife  can  see  it 
everyday.  You  whose  livelihood  de¬ 
pends  on  the  home  can  spend  your 
advertising  money  far  less  wi.sely 
than  on  some  media  which  does  not 
get  your  name  and  address  and 
telephone  number  on  the  kitchen 
wall  of  your  customers  and  pro.s- 


pects.  Calendar  re.searchers  have 
di.scovered  that  78C  of  the  women 
can  identify  the  adverti.ser  who.se 
calendar  she  has  in  her  kitchen — 
and  no  other  form  of  advertising 
ever  dared  claim  an  efficiency  as 
high  as  that!  You  .sell  products 
which  are  seldom  bought  by  any 
one  home  owner;  when  the  time 
comes,  you  want  that  home  owner 
to  know  your  name,  address  and 
telephone  number.  You  can  get  that 
knowledge  for  a  few  cents  a  year 
through  the  u.se  of  Home  Calendars. 


2 — The  Ind<H)r  Killboard:  The 

home  is  not  the  only  place  where 
you  can  keep  yourself  “out  front” 
all  the  time.  Every  town  and  every 
metropolitan  community  has  many 
places  where  people  shop,  eat,  work 
and  play.  There  is  valuable  si)ace 
in  all  the.se  places  where  two  uni¬ 
versal  neceasifieK  are  displayed: 
clocks  and  calendars.  By  using  an 
attractive  calendar  you  can  erect 
an  indoor  billboard  in  many  stra¬ 
tegic  locations  where  there  is  con- 
.stant  contact  with  the  How  of  buy¬ 
er  traffic — and  your  indoor  bill¬ 
board  will  get  that  space  free!  F'ur- 
thermore,  you  can  be  sure  that  on 
the  average  871  people  will  be 
expo.sed  to  each  calendar  mes.sage 
every  week.  And  that’s  a  total  of 
45,292  a  year  per  calendar. 

CALENDAR  DISTRIBCTION 

I  have  talked  to  busine.ss  man 
after  busine.ss  man  who  has  .said, 
“I  used  to  get  .some  calendars  but 
I  always  had  too  many  left  over  so 
I  cut  it  out.”  Of  course  they  did. 
j  They  didn’t  have  a  di.stribution 
plan  and  they  didn’t  work  that 
plan.  Calendars  are  to  be  consider¬ 
ed  as  bearers  of  your  advertising 
and  as  such  you  should  go  to  all  the 
trouble  neces.sary  to  get  your  adver¬ 
tising  .seen.  Its  free  advertising 
space  and  therefore  you  can  afford 
to  spend  time  and  .some  money  to 
.see  that  you  get  that  si)ace. 

1 — Distribution  of  Home  Calen¬ 
dars: 

a.  Using  the  ma/7.This  way  you 
.send  them  to  your  customer  list 
and  all  the  jirospects  that  you  and 
your  .salesmen  can  add.  If  you  wish 
to  cover  more  people  than  that  you 
can  addre.ss  each  calendar  to  “box- 
holder”  and  the  po.st  office  will  de¬ 
liver  one  copy  to  each  boxholder 
and  to  each  patron  on  the  city  car¬ 
rier’s  route  or  the  rural  route.  You 
can  te.st  this  method,  if  you  want, 
by  .selecting  the  one  or  two  routes 
that  you  want  to  use  and  then  fol¬ 
lowing  up  by  canvassing  or  by  trac¬ 
ing  leads  that  come  from  tho.se 
areas.  If  you  mail  your  calendars 
here  are  two  worthwhile  tips:  (1) 
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Mail  them  before  the  Christmas 
rush  so  that  they  will  get  more 
attention.  (2)  Insert  a  friendly  let¬ 
ter  or  holiday  greeting  note  in  the 
envelope  and.  if  possible,  arrange 
for  the  owner  or  sales  manager  to 
sign  the.se  letters. 

6.  Invite  people  to  call.  Many 
adverti.sers  mail  out  post  cards  to 
cu.stomers  and  prospects  inviting 
them  to  call  for  their  calendar 
which  is  being  re.served  for  them. 
Those  of  you  who  handle  products 
which  are  displayed  to  advantage 
can  u.se  this  plan.  You  will  al.so  get 
the  opportunity  to  meet  and  shake 
hands  with  your  customers.  If  you 
want  to  increa.se  the  number  call¬ 
ing,  you  can  run  ads  in  the  new.s. 
papers  telling  people  that  you  have 
a  calendar  for  them  and  al.so  telling 
them  why  that  calendar  is  just  the 
one  they  want. 

c.  The  registration  plan.While 
this  is  something  like  the  one  above, 
it  offers  so  many  opportunities  of 
getting  leads  that  I  am  giving  it  a 
.separate  heading.  In  this  plan  ad¬ 
verti.sers  .set  uj)  an  attractive  di.s- 
play  featuring  the  home  calendar 
they  have  ordered.  This  is  done  in 
Oc  tober  or  Novemljer  and  it  invites 
the  pas.sers-by  to  stop  in  and  regis¬ 
ter  for  the  calendar.  After  Chri.st- 
mas  the  calendars  are  mailed  out 
or  you  can  send  a  card  asking  them 
to  call  for  it.  But,  as  you  can  .see, 
when  you  u.se  this  plan  you  get 
names,  addres.ses  and  additional  in¬ 
formation  which  you  ask  them  to 
give  you.  V'ou  can  eliminate  renters 
or  tho.se  insulated  etc.  in  your  fol¬ 
low-up  in  person  but  when  they 
have  your  calendar  they  are  bound 
to  open  the  door  with  a  smile  when 
you  knock  on  that  door.  And  as 
they  register,  a  good  salesman  can 
certainly  develop  lead  after  lc‘ad 
in  “ordinary  conversation”. 

2 — Distributing  the  Indoor  Bill¬ 
board.  Indoor  billboards  are  com¬ 
munity  advertising  and,  as  I  have 
said  before,  becau.se  you  don’t  pay 
for  the  space  in  money  you  should 
pay  for  it  in  effort.  The  problem 
and  the  goal  is  to  get  the  choice 
spots  w'here  there  is  heavy  traffic: 
bowling  alleys,  barbershops,  drug 


stores,  re.staurants,  taverns,  clubs. 
Once  a  good  looking  calendar  is 
hung  in  a  good  wall  si)ot,  that  space 
can  usually  be  retained  year  after 
year. 

If  I  were  beginning  an  Indoor 
Billboard  advertising  campaign,  I 
would  strike  out  a  few  days  before 
Chri.stmas  with  a  roll  of  calendars 
under  my  arm,  thumb  tacks  and 
.scotch  tape  in  my  pockets,  and  I 
would  go  up  one  side  of  the  street 
and  down  the  other.  I’d  get  100^ 


hang-up:  I’d  get  a  better  hang-up; 
and  I’d  get  the  chance  to  wish  other 
business  men  a  holiday  greeting. 

Another  thing.  If  you  use  new.s- 
pa|)ers,  you  certainly  keep  a  record 
of  which  newspapers  you  use  and 
the  money  you  spend  with  each  of 
them.  Just  .so  with  calendar  adver¬ 
tising,  you  should  keep  a  record  of 
where  each  of  your  Indoor  Bill¬ 
boards  are  hanging  and  what  size 
is  at  that  place.  And  throughout 
(Continued  (ot  Page  ,32) 
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f,0m< 


HEAVIER  t 
MORE  RIGID! 
100«o 
WEATHER¬ 
STRIP! 

SILENT 
CLOSURE ! 

mi^ING! 

QUICK 

CHANGE¬ 

OVER! 

1-i-J  LITE! 
EXCLUSIVE 
KICKPLATE! 
LUXURY 
DOOR  THRU- 
OUT  AT  mod¬ 
est  PRICE! 


THE  NEW  ELMONT  Combination  All- 
Aluminum  STORM  &  SCREEN  DOOR 
is  a  masterpiece  of  modern  design  — 
and  dealer- minded  thoughtfulness  Easy 
to  sell  because  there's  so  much  more  for 
the  money  .  .  easy  to  install  because 

of  ELMONT'S  exclusive  engineering 
GET  COMPLETE  DETAILS  AT  ONCE 
A/so  Available  —  KD  Windowt 

ELMONT  MFG.  CO. 


£  Elm 

r  FLo 


S75  Hempstead  Tpks. 
Elmont,  L.  I.,  N.  Y. 
FLorol  Pork  4-3620 


MILES  AHEAD  of  PUTTY 


FREE  Sample  Today! 


^  Unlike  puffy,  Armstrong's  33  Gloting  Com¬ 
pound  is  ILASTIC  Never  gets  rock-hord. 
Won't  crack,  crumble  or  chip  off  in  service 
Provides  LASTING  protection 
^  IrteMpenstve  33  works  equally  well  on  either 
wood  or  metol  sosh,  eliminoting  the  need  for 
you  to  corry  two  grodes  of  putty 
^  Sell  33  and  you  reduce  imrentory,  use  less 
shelf  spoce,  MAKE  MORE  MONEY  on  every 
sole  Write  our  nearest  office  today  for  FREE 
Somple  ond  deoler  prices. 


The  ARMSTRONG  CO. 

Datroit  17  Chicago  9  Oollos  1 

721  Sourii  4th  Street,  Richmond,  Catitemia 


Installation  Men 

(Continued  from  Page  29) 

that  she  can  work  the  windows 
properly.  If  she  still  has  questions 
about  their  operation  when  the 
salesman  visits  her  for  a  call-back, 
the  mechanic  has  not  done  his  job 
properly  in  this  respect. 

If  a  good  job  has  been  done  by 
the  installer  the  salesman  will  find 
his  work  much  easier  when  he  re¬ 
turns  to  visit  his  customer  and 
pump  her  for  leads. 


Specialty  Ads 

(Continued  from  Page  31) 

the  year  it  is  a  good  idea  to  note 
down  on  {Htper  the  good  calendar 
spots  that  you  want  to  get  next 
time. 

The  main  iK)int  1  wish  to  make 
about  distributing  Indoor  Hill- 
boards  is  that  you  can’t  expect  to 
hang  a  few  good  size  calendars  <»ver 
your  counter  and  exj/ect  that  they 
“find  their  way  to  good  wall 
.space.s."  Getting  Indoor  Billboards 
in  the  better  places  is  a  man’s  job 
— so  lion't  send  a  boy. 

Buying  Calendars  Wisely 

Like  everything  el.se  the  com¬ 
petition  for  calendar  space  is  keen. 
The  best  calendars  win  that  space. 
Therefore  the  calendar  u.ser  should 
buy  as  wisely  and  as  carefully  as 
possible.  Experienced  buyers  know 
that  most  calendars  are  bought  by 
the  end  of  the  .January  preceding 
distribution.  This  buying  really 
means  ordering  only  because  the 
calendars  are  not  shipped  until  Fall 
and  the  bill  is  not  due  until  the  fol¬ 
lowing  January.  Discounts  are 
given  if  the  bill  is  paid  early,  how¬ 
ever. 

The  reason  for  this  ordering  is 
that  most  calendar  buyers  select 
the  same  artist  or  the  same  sub¬ 
ject  or  the  same  type  of  calendar 
and  then  repeat  this  choice  year 
I  after  year.  This  type  of  repetition 
j  gives  added  power  to  calendar  ad- 


NASH 

CUSTOMERS 

are  weathering  the  aluminum 
shortage  with  quality  products 
.  .  .  merchandising  aids  .  .  .  and 
friendly  factory  cooperation. 

•  ALUMINUM 
COMBINATION  WINOOW 

•  ALUMINUM 
COMBINATION  DOOR 

•  WOOD 

COMBINATION  WINDOW 

•  WOOD  COMBINATION  DOOR 


NEW  inquiries  INVITED 


Nash  Manufacturing  Co. 

LONG  BRANCH,  N.  J. 

Iteppndahle  Products  Since  1927 
BRAN(  HES:  Newark.  N.  J. 

Baltimore 

Philadelphia 


October,  1951 
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REDWOOD 

COMBINATION  DOORS 
,  By  CLIM-A-TROL 


★  Full  IVi"  Stock 

^  Thoroughly  Dried, 
Clear  Redwood 

^  3  Tenons,  Glued 
and  Double  Pinned 


^  Splined  Yelon 
Screen  Under  Deco¬ 
rative  Molding 

^  Selection  of  Designs 

^  Priced  Right 

Dealer  Inquiries  Invited 

The 

CLIM-A-TROL  DOOR  and 
MFG.  CO. 

9334  KINSMAN  ROAD  CLEVELAND  4,  OHIO 

Phone:  Diamond  1-6660 


vertisin^  because  the  public  asso¬ 
ciates  that  calendar  with  the  ad¬ 
vertiser  almost  automatically  after 
a  few  years,  like  a  trademark. 

Thus  there  are  calendar  adver¬ 
tisers  who  have  featured  the  Di¬ 
onne  Quints  in  their  neij?hborhood 
for  so  many  years  that  they  are 
known  as  “the  company  that  gives 
out  tho.se  Quintuplet  calendars.” 
You’ve  seen  those  funny  monkey 
calendars,  the  work  of  Maxfield 
Parrish,  Norman  Rockwell  and 
Richard  Bishop. 

Same  Scene 

I  believe  that,  as  a  building  .spe¬ 
cialty  dealer,  you  should  .select  a 
calendar  artist  or  tyi)e  of  .scene 
that  you  like  and  that  can  be  asso¬ 
ciated  with  your  business  and  then 
you  will  find  that  your  calendar 
advertising  will  become  more  and 
more  powerful  through  the  years. 
You  will  al.so  be  able  to  get  the 
same  picture  each  year  on  your 
Indoor  Billboard  and  on  your 
Home  Calendar.  If  your  operating 
area  embraces  rural  as  well  as 
urban  areas,  you  can  get  a  Farm 
Kitchen  Calendar  as  well  as  a  reg¬ 
ular  Home  Calendar.  And  all  three 
of  the.se  can  have  the  same  picture, 
of  cour.se.  Furthermore,  the  lead¬ 
ing  specialty  hou.ses  will  give  you 
an  exclusive  in  your  community  so 
that  only  you  will  feature  the  pic¬ 
ture  or  type  of  calendar  that  you 
u.se.  This  too  adds  to  the  “trade 
mark”  value  of  a  continuing  calen¬ 
dar  campaign. 

In  conclusion,  like  the  good  sale.s- 
man  that  I  am  trying  to  be,  let 
me  anticipate  and  answer  a  couple 
of  your  objections.  First,  you 
might  say,  “What’s  the  u.se?  Peo¬ 
ple  don’t  appreciate  calendars.” 
Well,  even  if  they  don’t — and  I 
think  they  do — let  me  ask  you  this: 
Why  should  they  thank  you  or 
even  act  appreciative?  You  get 
your  name  and  address  and  tele¬ 
phone  number  on  their  wall  for  a 
year  for  not  one  red  cent  paid  to 
them.  You  should  thank  them  en- 
thusia.stically  becau.se  ijon  are  the 
one  who  really  benefits. 


Your  .second  objection  might  be: 
“People  get  too  many  calendars  al¬ 
ready.”  If  that  is  true,  that  cer¬ 
tainly  indicates  that  calendar  giv¬ 
ing  is  considered  good  advertising. 
So,  if  people  get  a  lot  of  calendars, 
the  only  way  to  get  yours  hung  is 
to  give  the  kind  that  will  win  out 
over  competition.  You  have  faced 
competition  before.  You  might  as 
well  realize  that  you’ll  face  com¬ 
petition  in  the  giving  of  calendars. 
So,  do  as  you  usually  do,  face  it  and 
w’in. 


As  you  can  .see,  I  believe  in  calen¬ 
dar  advertising.  But,  if  1  were 
still  an  insulation  applicator  and 
had  to  choo.se  between  giving  Home 
Calendars  and  Indoor  Billboards,  I 
would  pick  the  Indoor  Billboards 
because  I  think  the  strategic  u.se 
of  those  large  calendars  is  the  best 
advertising  buy  that  a  building 
specialty  dealer  can  make. 

(Part  II  ol  this  article  will  appear  i» 
the  November  ittue.l 
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DUSTITE  GASKET 

m  METAL  CASEMEHT  WINVOWS! 

ATTENTION:  Casement  Storm  Window 
Dealers  for  Larger 

SALES  VOLUME- 
SELL  DUSTITE  GASKET 


The  DUSTITE  GASKET  is  designed  with  an 
extruded  plastic  sealing  lip,  to  keep  metal 
casement  windows  DUST  TIGHT,  STORM 
TIGHT,  DRAFT  TIGHT,  RAIN  TIGHT,  and 
WIND  TIGHT. 


To  quote  a  large  Storm  Window  Dealer: 
"DUSTITE  GASKET  is  the  first  item  we  ever  added 
to  our  line  that  pays  for  our  ads.  Brings  pros¬ 
pects  to  our  sales  room  without  canvassing, 
which  automatically  puts  us  in  contact  with  defi¬ 
nite  prospects  who  ore  interested  in  overcoming 
the  leakage  problem  around  their  casement  vent 
openings. 

'We  advertise  the  gasket  in  our  local  paper 
which  brings  the  prospects  into  our  sales  room, 
to  purchase  the  gasket  for  one  or  more  vent 
openings.  We  secure  their  names  and  addresses 
and  send  a  salesman  a  few  days  later  to  their 


I'm  on  interested  dealer.  Enclosed  is  remit¬ 
tance  of  $16.25  for  trial  offer  of  250  feet 
of  Dustite  Gasket  in  50-ft.  lengths.  Enough 
for  26,  3  light  high  or  20,  4-light  high  vents. 
(Retails  $30.00,  installation  extro.)  Sold 
under  ten-day  money-back  guarantee. 

NAME  . 


{('n)ifiiiii(’(i  from  Puftt  22) 

supply  you  with  the  .selling  clues. 
Their  information,  their  market 
facts  and  figures,  will  tell  you  the 
specific  months  (.sometimes  the 
very  weeks  uud  days)  of  the  year 
your  merchandi.se  is  in  most  de¬ 
mand. 

4.  Be  there  when  your 
competition  ain't 

it  is  a  fact  that  most  .salesmen 


homes  on  a  'service  visit',  he  is  invited  into  the 
home  and  finds  in  most  cases  they  are  definite 
prospects  for  storm  windows.  And  in  a  large 
percentage  of  cases  more  josket,  and  storm 
windows  are  sold.  Therefore,  the  gasket  has 
proven  to  us  to  be  a  real  traffic  builder  and 
prospect  finder,  as  well  as  a  door  opener,  for 
all  of  our  home  improvement  items. 

'We  discovered  the  gasket  excellent  for  use  in 
control  of  condensation  where  storm  windows  are 
used.  Which  saves  us  extra  and  costly  after  sales 
service  calls." 

Write  for  Sample 
and  Prices 

DUSTITE 

PRODUCTS  CO. 

6  CANTERBURY  DRIVE 

DAYTON  9,  OHIO 


make  mo.st  of  their  calls  during  the 
early  part  of  the  week.  F^ew  of 
them  .sell  during  the  latter  part  of 
the  week.  Make  it  a  point  to  get 
there  when  your  competition  is  not 
around,  when  the  competition  is 
less  keen,  when  it  is  not  there. 

They  don’t  get  out  when  it  rains, 
when  it  snows,  when  it  is  damp 
and  muggy.  Quite  often  they  never 
get  out  becau.se  of  the  humidity,  the 
heat,  and  the  inviting  comfort  of 
their  air-conditioned  offices. 


The  slogan  of  a  succes.sful  sales¬ 
man  might  well  be  that  boasted  of 
by  our  U.  S.  Po.stal  Service: 
“Neither  snow,  nor  rain,  nor  .sleet, 
nor  gloom  of  night,  stays  these 
couriers  from  the  .swift  completion 
of  their  appointed  rounds.”  You  go 
the  po.stman  one  better.  Be  there 
when  the  po.stman  fails  to  show  up. 

It  is  a  .stati.stical  fact  that  .sales, 
your  .sales  and  the  sales  of  every 
other  .salesman,  decline  during 
|)eriods  of  bad  weather — with  the 
possible  exception  of  sales  of  rain¬ 
coats  and  umbrellas.  Why?  Simply 
becau.se  there  are  fewer  people  out 
buying  and  fewer  opportunities  for 
.selling. 

Don’t  wait  for  the  customer  to 
come  to  you ;  non  go  to  the  custom¬ 
er.  You  create  the  opportunitie.s. 
Make  those  rainly  days  pay  days. 

5.  Mechanize  your  selling 

Have  you  ever  thought  about  it? 
Have  you  ever  thought  about  what 
makes  America  the  truly  great  in- 
du.strial  nation  that  it  is?  Mech¬ 
anization  does.  There  is  a  terrific¬ 
ally  human  lesson  in  this  great 
growth  of  American  business.  It  is 
one  that  every  thinking  salesman 
can  u.se  to  further  his  own  ambi¬ 
tions  and  improve  the  volume  and 
eflfectivene.ss  of  his  .selling.  The 
more  you  personally  as  a  business 
or  individual  mechanize  yourself, 
the  more  you  will  succeed  in  selling. 

Business  today  is  founded  on  the 
use  of  mechanized  tools.  Mecha¬ 
nized  di.stribution,  communication, 
transportation  and  mechanized 
selling  tools.  Take  a  look  back. 
How  do  you  use  mechanized  com¬ 
munication? 

If  you  are  advertising,  advertise 
more!  What  is  it  that  every  buying 
executive  of  America  has  at  .his 
fingertips?  The  telephone,  of 
course.  Another  form  of  mass  com¬ 
munication.  Do  you  use  it  enough? 
Do  you  use  it  often  enough?  U.se  it 
more.  Try  making  a  minimum  of 
10  telephone  calls  a  day.  And  watch 
your  sales  go  up. 

Another  form  of  ma.ss  communi¬ 
cation  all  too  frequently  overlooked 
(Continued  on  Page  38) 
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iGULATlOj!! 


%[  nun  m 


■  To  piotrrt  your  intrresis  and 

|irp>rrvr  llip  popularity  of  the 
Kolagla^'S  Aluminum  Storm 
Vt  indou  we  are  eontinuin^  to  make  good  deliverie» 
in  !-pite  of  many  re»trirtions.  controls,  and  shortage^. 
Tile  famous  features  of  Rolaglass  windows  surli  as 
linger-tip  control,  noiseless  roller  glide,  inside  installa¬ 
tion.  and  snug-fitting  interlocking  device  have  ac- 
lounted  for  the  wide-spread  customer  acceptance. 
This  we  want  to  maintain.  You  ran  he  sure  we  are 
doing  our  best  to  answer  your  problems. 


BUT-We’i-e  still  making  pr/OmWl^ 

Ol  A  I  O  M  I  M  U 


nt  M\OJLA.aLAJSS  ALUMINUM 

lerrrait'ee:.:,^ -  STORM  wiNOOWS 

FOR  OUTSWINGING  CASEMENT  WINDOWS 


^Qjt/kaZJ^S  EQU/PMEXT 


COMPANY,  INC. 

8  9  3  1  CARNEGIE  AVE.  •  CLEVEIAND  6,  OHIO 


Backed  b'<  ^ 


"HOW-ELL-DOR” 

'the  gaiage  door  designed  with  the  user 
in  mind  —  gives  dealers  something  to 
talk  about: 

Beauty  ol  design  .  .  .  finest  quality 
materials  and  workmanship  . . .  sturdy, 
weatherhght  construction  .  .  .  "feather- 
touch"  door  action  .  .  .  minimum  head- 
room  ...  in  an  economical  package 
prefabricated  for  ready  installation. 

Send  for 

FREE  CATALOG  Today! 


THE  HOWELL  MANUFACTURING  CO. 


UPSWEEP 


Residential  & 
Commercial 


it  Tii»  many 
,  pontiva  ad* 
'  vantages  of 
**How-ell- 
dor"  add  up 
to  a  last- 
selling  item 
.yon  *11  lind 
[profitable 
to  keep  in 
stociuPrcimpt 
^delivery,  of 


ALL  TYPES  OF  CUSTOM 
METAL  ROLLED  SHAPES 


MADE  TO  YOUR  ORDER 


'k  Mouldings 
k  Screen  Frames 
k  Structural —Trim 
k  Tubular 
k  Chonnels  —  Slides 
k  Weatherstrips 
k  Jambs  — Frames 


WRITI  -  WIRi  -  TilIRHONI 
MR.  VAN  FLiET  FOR  SPECIAL 
ORDERS  AND  PRICES  TODAYI 


The  SECURITY  COMPANY 

385  Midland  •  Detroit  3  •  TOv/ns  8  4585 


7201  Hasbroek  Ave.,  Philadelphia  11,  Pa. 
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Dramatic  and  Informative  Sales 
Equipment  Makes  Selling  More  Effective 


GLAMOUR 

FOR 

DOORS 

GOLDEN  PROFITS 

FOR  YOU 

Sell  your  customers  these  profitable 
and  attractive  Scroll-Efts  easily  in¬ 
stalled  on  METAL  or  WOOD 
SCREEN  DOORS  or  COMBINA¬ 
TIONS.  They  will  add  profit  to  every 
door  sale.  Finished  in  GLEAMING 
WHITE  enamel  or  SEMI-POLISHED 
ALUMINUM  .  .  .  packaged  com¬ 
plete  in  sets  with  mounting  screws 
ready  for  over-the-counter  and 
door-to-door  sales  at  retail  prices 
from  S6.50  to  $15.00  per  set. 

Write  for  trode  discounts  ond 
Bulletin  No  S'5S2 

Some  choice  territories  open  for  ogents,  write 
for  details. 


Vraux  art  Crafts 


2015  Brookfield  Rd.,  Pittsburgh  16,  Pa. 


By  DON  PACE 


rpo  do  an  effective  .selling  job, 
the  .sales  equipment  mu.st  be 
dramatic,  informative  and  forceful. 
It’s  main  purpo.se  is  to  sell  the 
product,  to  help  the  customer  un¬ 
derstand  what  it’s  all  about,  and 
to  create  an  immediate  desire  for 
the  product.  Many  specialty  com¬ 
panies  u.se  the.se  .sales  kit.s.  A  “gen¬ 
eral  catalog’’  isn’t  enough  if  the 
product  can  be  conveniently  car¬ 
ried  by  the  .salesman. 

Some  of  the  rea.sons  why  sales¬ 
men  go  wrong  can  be  directed  to 
their  misu.se  of  company  portfolios, 
a  device  that  should  be  used  with 
the  greatest  of  care. 

Generally,  the.se  large  printed 
“l)resentation’’  folders  were  writ¬ 
ten  by  someone  who  once  heard 


about  the  product,  never  .saw  it 
and  then  decided  to  write  all  about 
it.  Some  of  this  .stuff  actually  in¬ 
sults  the  intelligence  of  people. 

But  it’s  the  salesman’s  fault.  He 
reads  the  various  captions  to  the 
prospect,  who  can  aLso  read.  Just 
becau.se  something  is  in  print  is  no 
indication  of  its  stated  value,  and 
the  prospect  isn’t  generally  over- 
impre.saed.  The.se  things  make 
me.s.senger  boys  of  salesmen,  who 
merely  repeat  what  the  prospect 
reads.  This  takes  considerable  time 
that  should  be  devoted  to  an  intelli¬ 
gent  .selling  job.  Mo.st  of  these  port¬ 
folios  are  poorly  organized,  badly 
con.structed  and  presented  in  a  poor 
sense  of  sequence. 

What’s  better,  is  for  the  .sales¬ 
man  to  go  prepared  with  a  com¬ 
plete  knowledge  of  his  product,  and 
(Couthiurd  on  Page  ,38) 


DEALERS!  135%  Profit  For  You  Selling  New 
Low  Priced  >Lutomatfc  Home  Fire  Alarm  System! 

FIRE-LITE 


HOME  FIRE 
ALARM  SYSTEM 


With  U.L.  Approved 
Rate -of -Rise  Detectors 

APPROVED  FOR  F.H.A.  FINANCING 

Here  is  your  opportunity  to  open  up  a 
whole  new  market  in  which  the  soles  poten¬ 
tial  is  terrific.  Every  man  wants  to  protect 
his  family  ond  his  home.  You  can  easily 
sell  that  man  a  low  cost  FIRE-LITE  Home 
Fire  Alarm  System  with  a  simple  demon¬ 
stration. 

The  FIRE-LITE  Home  Alarm  System  auto¬ 
matically  and  instantly  detects  fires,  sounds 
a  loud,  shrill  alarm,  arouses  family  before 
fire  gains  headway.  FIRE-LITE  is  the  low 
cost  way  to  safeguard  lives  ond  property. 


The  FIRE-LITE  Alorm  System  with 
oil  ports  and  completely  installed 
in  the  home  sells  for  . $225.00 

The  FIRE-LITE  Alarm  System 
complete  with  oil  parts  cost 
you  only  . $43.20 


HOW  YOU  CAN  MAKB 
OVER  135%  PROFIT! 

We  have  bonafide  soles  records  to  prove 
thot  you  con  moke  over  135%  profit  each 
time  you  sell  a  FIRE-LITE  Home  Alarm 
System.  Here  ore  octuol  cost  and  profit 
figures: 


The  total  cost  to  you  is  only  $58.20 

Your  PROFIT  on  a  FIRE-LITE 

Alarm  System  is  . $156.80 

Under  our  specified  plan,  you  ore  supplied 
a  demonstrator  kit,  a  tested  soles  plan,  and 
on  illustrated  book  that  clinches  sales! 
Write  today  for  on  exclusive  dealership! 


FIRE-LITE  ALARMS  •  168  Shelton  Ave.,  New  Haven.  Conn. 


Member  Notional  fire  Protection  Association 
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BUILDING  SPECIALTIES 


NO  SHORTAGES  IN 


] 

50NPST0NE 

Bondstone  is  today's  most  inexpensive  system  of  stone 
duplication.  .  .  .  Duplicates  the  beauty,  the  charm,  the  per¬ 
manence  of  natural  stone.  .  .  .  Immediate  availability  of 
material. 


(Ixclufiivc  franrhii4e<«  open  to  >idinK 
rontrartorK.  Only  a  r^mall  invest¬ 
ment  needed. 

Train  your  men  in  only  tHo  daVK 
to  do  a  perfect  installation  jolt. 


Over  KM)  sueeessful  franehiite  deal¬ 
ers  tliroufiliout  the  I'nited  States. 

Complete  detail-  .  .  . 


EMCO  CEMENT  PRODUCTS,  INC. 

PAXINOS,  PENNSYLVANIA 


Better 

and 

BATHROOM 


That's  our  business  —  beautifying  both- 
rooms  and  enhancing  the  value  of  Ameri¬ 
can  homes.  Because  we  think  of  our 
products,  shower  doors  and  tub  enclo¬ 
sures.  in  these  terms,  we  hove  been  suc¬ 
cessful  Successful  in  giving  the  overage 
homeowner  real  value  In  a  lifetime  of 
comfort,  satisfaction  and  service.  Success- 
ful  in  marketing  our  products  through 
reliable,  well-organized  outlets  —  people 
with  whom  it  is  a  pleasure  to  do  business. 
Although  restrictions  might  temporarily 
retard  production,  the  quality  of  our 
shower  doors  and  tub  enclosures  will 
always  be  the  finest  in  America. 


Our  patented  Adjustable 
Jambs  guarantee  easy  in¬ 
stallation  and  perfect  fit. 

IXnn. 

or  AMcmcA 

979  e«ecMr*«  N.  E.  AHento  9.  Oe. 


IT 


Sales  Equipment 

{Continued  from  Page  36) 

HAVE  samples  with  him.  Printed 
and  illustrated  matter  has  its  place 
in  the  direct-mail  department,  but 
not  in  an  actual  presentation. 
“Ea.sel  type”  portfolios  were  popu¬ 
lar  some  years  ago,  but  are  now  in 
the  discard  except  for  use  on  a 
store  counter.  To  achieve  results, 
they  must  be  compact  and  pre.sent 
a  speedy  pre.sentation — which  they 
don’t. 

The  progressive  specialty  sales¬ 
man  usually  follows  a  .set  pattern  in 
his  pre.sentation,  or  demon.stration : 

1.  He  is  there  at  the  prospect’s  in¬ 
vitation. 

2.  He  is  prepared  with  actual 
SAMPLES,  which  he  drama¬ 
tizes  to  focus  the  prospect’s  at¬ 
tention. 

3.  He  intelligently  de.scribes  the 
product,  and  earns  the  pros¬ 
pect’s  confidence. 

4.  His  product  ju.stifie.s  the  price, 
and  creates  desire. 

5.  He  PROVES  profits  or  savings 
to  .secure  action  on  the  part  of 
his  prospect. 

6.  HE  ASKS  FOR  THE  ORDER. 

If  the  portfolio  must  be  re.sorted 

to,  he  displays  it  AFTER  his  nor¬ 
mal  presentation,  and  perhaps  to 
further  show  the  prospect  some  of 
the  added  advantages  and  applica¬ 
tion  of  the  product,  but  only  as  a 
device  to  close  the  .sale. 


Competition 

(Continued  from  Page  34) 

is  the  common  and  much  neglected 
busine.s.s  letter.  Are  you  writing 
enough’?  Whether  or  not  you  are, 
make  up  your  mind  now  to  write 
more  letters. 

Make  up  your  mind  to  use  this 
ma.ss  contacting,  communicating 
tool  just  as  often  as  you  can.  Just 
think,  by  means  of  a  good  business 
letter  (and  remember  there  are 
many  ways  of  duplicating  it  by  the 
hundreds  and  thou.sands)  you  can 
be  in  10,  100,  1,000,  100,000  places 
(Continued  on  Page  50) 
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Outdoor  Fireplaces 

(Continued  from  Page  24) 

to  the  man  of  the  family.  It  is  a 
fact  that  men  enjoy  outdoor  cook¬ 
ing  much  more  than  women  who 
often  regard  all  cooking  as  a  chore. 
Therefore  the  husband  who  likes 
to  boast  of  his  skill  in  broiling 
steaks  and  chops  should  be  the 
salesman’s  target.  The  salesman 
will  also  find  the  younger  adults 
and  teen  age  children  in  his  cor¬ 
ner.  Usually  they  are  just  as  keen 
as  “Daddy”  on  outdoor  cooking  and 
love  to  invite  their  friends  over  on 
week  ends  for  “Wienie”  and  ham- 
burg  roasts.  Thus  the  outdoor  grill 
becomes  a  center  of  .social  enter¬ 
tainment  during  spring,  summer 
and  fall  and  the  salesman  should 
stress  this  aspect  in  his  sales  talk. 

Just  how  much  and  which  of  the 
materials  that  go  into  the  construc¬ 
tion  of  this  type  of  fireplace  should 
be  stocked  by  the  dealer  depend!' 
tni  the  volume  of  his  .sales  and  the 
arrangements  he  can  make  with 
other  dealers  who  supply  cement, 
concrete  blocks,  etc. 

The  dealer  who  first  started  the 
idea  has  been  very  successful  in 
selling  this  type  of  grill  to  home 
owners  and  is  now  enjoying  a  large 
volume  of  .sales. 


Home  Incinerators 

(Continued  from  Page  24) 

The  contents  need  be  burned  only 
once  or  twice  a  week,  or  whenever 
the  incinerator  is  full.  It  connects 
easily  to  the  furnace  flue,  yet  does 
not  impair  efficiency  of  the  heating 
I)lant. 

Since  problems  of  garbage  and 
rubbish  disposal  are  pre.sent  in 
every  community,  an  extensive 
market  is  open  for  the  product 
which  will  offer  a  practical  .solu¬ 
tion.  This  puts  the  enterprising 
dealer  in  on  the  ground  floor  with 
a  product  that  not  only  answers  the 
problem,  but  al.so  fortifies  him  with 
many  selling  points. 


^  Th4»  iHanth*  Till*  that  meann 


More 
Volume 


We  are  pleased  to  announce  that 
we  now  can  deliver  all  colors, 
as  previously  shown  in  our 
complete  line. 


enium 

COMPANY 

manufacturers  of  plastic  tile 

2938  West  63rd  Street 
Chicago  29,  Illinois 


Delaware  Dealer 

(Continued  from  Page  26) 

usually  around  supervising  con¬ 
struction. 

This  distributor  is  in  a  fortu¬ 
nate  position  to  obtain  this  type  of 
busine.ss  becau.se  he  is  located  in  a 
fa.st-growing  area  constantly  ex¬ 
panding  becau.se  of  the  many  de- 
fen.se  plants  already  there  and  be¬ 
ing  put  up  as  well  as  the  heavy  in¬ 
flux  of  residents  brought  in  becau.se 
of  the  new  Delaware  Memorial 


Bridge  joining  the  .state  with  New 
Jer.sey.  As  a  result  of  the.se  de¬ 
velopments  the  northern  .section  of 
Delaware  is  honeycombed  with 
new  housing  projects. 

The  company’s  sales  records  at¬ 
test  to  the  succe.ss  of  this  effort. 
One  tally  shows  that  of  400  new 
houses  contacted,  about  80  percent 
have  purcha.sed  .storm  windows, 
which  is  a  very  high  proportion. 

Despite  this  remarkable  succe.ss, 

(Continued  on  Page  40) 
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BUILDING  SPECIALTIES 


ir  Rigid  Construction  if 

if  Extra  Large  Lift  i 

if  No  Unnecessary  Gadgets  ^ 

if  Simplicity  ★ 

if  Noise  and  Draft-Free  if 

Few  Choice  Territories  Still  Available. 


All  Extruded  Aluminum 
Top  and  Bottom  Ventilation 
Triple  Action 
Custom  Built 

Full  Length  Interlocking  Meeting  Rail 

Phone  or  Write  Now! 


228  NEW  STREET 


WAInut  2-7808  3566 


PHILADELPHIA,  PA. 


For  the  finest 


S/leci  Storm  and  Screen  Door  Hardware 


NEW  IDEAL  LATCH 

Tlie  beauty  of  thi.s  latch  is  in  its  design 
and  ea.se  of  installation  .  .  .  requires  no 
mortising.  It  closes  silently  and  locks 
with  a  convenient  slide  bolt.  Beveled 
escutcheon  plates.  Absolutely  guaran¬ 
teed  again.st  breakage.  Latch  available 
in  stainless  steel. 


STAINLESS  STEEL  HINGES 

:L’  X  2  *)''  hinges  for  full  surface,  half 
surface  or  full  mortise  use.  Button  tip, 
loose  pin  type. 

STORM  DOOR  CHAIN 

Believe  sudden  wind  strain  on  door  and 
hinges.  Single  or  double  .safety  spring. 
Stainle.ss  steel  attaching  brackets  are 
available. 

COMPLETE  INFORMATION  PROMPTLY  SENT 

Supplying  most  of  America's  aluminum  door  manu¬ 
facturers.  Also  manufacturers  of  storm  sash  and 
screen  hardware. 


BRASS  WORKS*INC. 

2S0  EAST  5TH  STREET  •  ST.  PAUL  I.MINN. 


Delaware  Dealer 

{Contifiiu’d  from  Pane  39) 

the  firm  has  not  neglected  the  ex- 
i.sting  home  market  which  is  ex¬ 
periencing  somewhat  of  a  boomi 
these  days  because  of  the  pro¬ 
nounced  surge  toward  moderniza¬ 
tion. 

“The  best  approach  we  have 
found  toward  this  type  of  cu.stomer 
is  to  offer  a  trade-in  allowance,” 
explains  Aidhur  L.  F'ield,  owner, 
who  has  been  in  the  storm  window 
busine.ss  in  Delaware  for  the  i)ast 
five  years.  “We  give  them  a  heavy 
di.scount  for  their  old  windows  if 
they  purcha.se  new  ones  and  .so  help 
build  up  a  jKdential  market.  Thi.s 
offer  especially  appeals  to  a  con- 
.servative  home-owner  who  thinks 
he  is  getting  a  bargain  and  with 
our  accompanying  36  months  to 
pay  plan,  mo.st  selling  resistance  is 
automatically  broken  down.” 

No  Minimums 

There  is  no  minimum  or  any 
strings  attached  to  the  trade-in  of¬ 
fer.  The  old  windows  become  the 
property  of  the  comi)any  which 
either  di.scards  them  or  .salvages 
some  of  the  material  foi'  resale 
such  as  the  glass. 

Promotion  is  through  large 
newspai)er  ads  in  the  Wilmington 
dailies.  This  coi)y  explains  the  ben¬ 
efits  of  .storm  windows  through  re¬ 
duction  of  fuel  bills,  elimination  of 
drafts,  improved  a))pearance,  etc. 
In  one  corner  is  a  coupon  to  be 
.sent  in  indicating  whether  screens 
or  combination  windows  are  de- 
sii'ed. 

To  make  sure  that  every  possible 
buyer  in  the  area  is  reached,  Dela¬ 
ware  Storm  Sash  makes  intensive 
u.se  of  telephone  .solicitation  with 
the  groundwork  carefully  laid 
down  before  the  first  call  is  made. 
A  personal  survey  is  made  by  di¬ 
viding  the  city  into  zones  and  as¬ 
signing  a  man  to  call  on  every 
hou.se.  He  notes  whether  there  are 
any  .storm  windows  and  if  so  their 
condition,  make  and  other  perti- 
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nent  data.  This  is  turned  over  to  an 
experienced  male  telephone  solici¬ 
tor  who  checks  the  name  with  the 
phone.  Then  when  he  makes  the 
phone  call  he  .starts  out  by  showing 
that  he  is  fully  aware  of  that  par¬ 
ticular  home-owner’s  window  situ¬ 
ation  and  if  there  are  no  windows 
asks  for  an  appointment,  prefer¬ 
ably  that  evening  between  7  and  9 
o’clock.  This  approach  has  proven 
highly  effective  as  it  saves  wa.sted 
.selling  effort  and  concentrates  on 
property  owners  who  are  in  need 
of  this  improvement. 

After  a  .sale  is  made,  the  com¬ 
pany  does  not  neglect  the  customer 
but  .sends  them  a  timely  or  sea.sonal 
reminder  of  their  .services.  The 
most  dramatic  of  the.se  is  a  Christ¬ 
mas  greeting  letter  which  la.st  year 
was  .sent  to  8,000  in.stallations  in 
Delaware.  The  firm  expres.ses  its 
pleasure  for  the  opportunity  of 
making  the  transaction  and  at  the 
same  time  asks  for  names  of  tho.se 
who  might  be  intere.sted  in  making 
similar  purcha.ses.  A  $15  Christ¬ 
mas  bonus  check  is  offered  to  tho.se 
recommending  leads  for  .sales  of 
10  windows  or  more.  Favorable  re¬ 
plies  have  run  as  high  as  2'“/ . 

Household  Novelties 

Hou.sehold  novelties  are  often 
u.sed  by  the  company’s  salesmen  to 
give  them  a  more  friendly  approach 
to  the  hou.sewife.  The  most  effec¬ 
tive  of  the.se  is  a  green  sponge  rub¬ 
ber  mat.  It  is  fir.st  used  on  a  table 
or  any  other  piece  of  furniture  on 
which  the  window  is  demon.strated. 
Then  the  prospect  is  invited  to  han¬ 
dle  the  window  and  the  mat.  If  a 
sale  is  consumated  she  is  presented 
with  the  mat  gratis,  which  only 
costs  the  company  about  ,$2. 

Delaware  Storm  Sash  also  bene¬ 
fits  by  its  favorable  location  on  a 
bu.sy  shopping  .street  two  or  three 
miles  from  the  main  business  .sec¬ 
tion  of  the  city.  It  is  next  to  a  sub 
po.st-office  which  has  helped  to 
bring  in  .some  visitors  from  the 
street.  The  company  has  al.so  put 
up  several  of  its  products  in  its 
show  window  and  these  “silent 
0)1  P()()('  41) 


•  GREATER  PROFITS 
AND  EASIER  SALES 

•  A  SUPERIOR  PROD¬ 
UCT— WILL  OUTSELL 
OTHERS 

•STURDY  CON. 
STRUCTION  AND  SE. 
LECTED  MATERIALS 


•  FURNITURE  FINISH 
FOR  GREATER  BEAU¬ 
TY 


•  SELF  •  STORING  — 
VERY  EASILY  OPER¬ 
ATED 

•  PROMPT  DELIVER¬ 


IES— SAFE  AND  EF¬ 
FICIENT 

•  MANY  FINE  EX¬ 
CLUSIVE  FEATURES 

•  NATIONALLY  AD¬ 
VERTISED 

•  EXCLUSIVE  TERRI¬ 
TORIES  AVAILABLE 


WRITE  FOR  FURTHER  INFORMATION 


txtclum 


Triple  Track 

'-Corbinafion  WINDOWS 


Soles  come  eosy  with  EXCELUM  windows  be- 
couse  you're  selling  top  quolity.  Engineered 
from  the  finest  extruded  oluminum,  they  hove 
eliminoted  service  colls.  Soles  resrstonce  melts 
when  you  sfiow  EXCELUM's  exclusive  feotures 
ond  rigid  construction. 


Cxcelum 


COMBINATION 

ALUMINUM 


DOORS 


Writ9  for  Dotallt  of  Our  Distributor  KD  PLAN. 


Jamaica  Sash  &  Door  Co. 


EmcIusIvo  }orritorlot, 

165S  Jericho  Turnpike, 
New  Hyde  Pork,  L.  I. 
N.  Y. 


mrnmmmm 
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•  Exclusive  Franchised  Territories 

•  Patented  Exclusive  Equipment 

•  Ten  Years  of  Research 


This  modern  way  to  resurface, 
after  years  of  research  develop¬ 
ment,  is  now  available.  Valuable 
franchise  rights  are  now  being 
granted  to  qualified,  sales-minded 
concerns. 

BELSONIZE  OFFERS 
NEW  HORIZONS 

•  Dramatic  Sales  Potentials 

•  As  Revolutionary  as  combination 
windows  were  12  years  ago. 

•  Profits  —  Profits  —  Profits 


And  Many  More  Attractive  Features 
The  word,  Belsonize,  describes  the  application  of  special  durable  plastic 
coatings  for  most  any  surface.  These  coatings  are  applied  in  a  variety  of 
textures  and  colors  with  automatic  low  pressure  equipment  replacing  old 
fashioned  methods. 


Write  or  Wire  for  More  Details 


BELSON 

Main  Offices: 

27  Mountain  W. 

Worcester  6,  Mass..  Phone:  64391 


CO.,  Inc. 

Laboratory : 

70  Vesey  St.,  N.  Y.,  N.  Y. 


B.S.  Reporter 

{Coiiti)un  il  train  Pitiji  2'>) 

National  Hardware  Show 
In  New  York  Oct.  8-12 

Thf  .National  Hardwaro  Show, 
with  over  650  manufacturers  ex- 
hibitinK.  will  open  at  the  Grand 
Gentral  Palace.  New  York  City, 
October  8th  for  a  five  day  run. 
Once  afrain  the  National  Hardware 
Show  will  occupy  every  square  foot 
of  space  available  at  the  Palace  for 


exhibition  purposes.  It  is  the  only 
.Show  to  ever  use  all  available  e.x- 
hibition  space  at  the  Palace.  To  use 
all  this  space,  it  is  neces.sary  to 
.■<tore  all  shipping:  crates  in  outside 
warehou.ses  during  the  Show. 

It  is  believed  that  this  year's 
Show  will  have  the  larjre.st  array 
of  new  products  shown  to  the  trade 
for  the  first  time  of  any  jjrevious 
show. 

Buyer  registration  is  running 
ahead  of  la.st  year’s  Show,  and  al¬ 
ready  registrati<ms  have  been  re¬ 


ceived  from  forty-one  foreign  conn-  | 

tries.  I 

In  addition  to  the  regular  in-  | 

formation  booths,  the  Show  has  in-  | 

augurated  a  page  and  guide  serv-  s! 

ice  for  both  buyers  and  exhibitors 
at  all  times  during  the  Show  hours. 

A  large  Show  Directory  and  Buy¬ 
ers  Guide  will  be  furnished  all  buy¬ 
ers  attending  the  Show. 

'  ♦  *  ♦ 

Universal  Fabricators 
Expands  Its  Factory 

Universal  F'abricators,  manu¬ 
facturers  of  aluminum  .screens 
and  aluminum  ca.sement  .storm 
i  sa.sh,  have  expanded  their  plant 
i  in  the  Bronx.  New  York  City,  by 
adding  20,00(1  square  feet  of  floor 
space  to  their  pre.sent  e.stablish- 
ment,  according  to  an  announce¬ 
ment  by  Harry  A.  Schmidt,  Sales 
Manager  of  the  company. 

New  equipment  added  to  the 
l)re.sent  manufacturing  facilities 
will  permit  the  company  to  stream¬ 
line  its  production  and  increase 
output.  The  added  floor  space  will 
permit  new  and  enlarged  offices 
for  company  officers. 

♦  4e  * 

Dr.  W.  C.  Rueckel  Joins 
Kaiser  Co.  Staff 

Dr.  VV.  C.  Rueckel  has  joined  the 
.staff  of  Kai.ser  Engineers  Division 
of  Henry  J.  Kaiser  Company  with 
offices  in  Oakland.  California.  Dr. 

Rueckel  has  been  appointed  Man¬ 
ager  of  the  Chemical  Division  of 
Kai.ser  Engineers,  which  is  e.stab- 
lished  to  provide  engineering  de¬ 
sign  and  con.struction  .services  in 
the  chemical  indu.stries  field  includ- 
'  ing  pipe  lines,  chemical  processing 
plants,  refineries,  petroleum  by-  ' 

products  plants,  and  other  similar  i 

installations. 

«  «  « 

Miles  H.  Hubbard  Named 
By  Bird  &  Son 

Miles  H.  Hubbard  was  named  on 
September  1  to  the  post  of  North¬ 
ern  Division  Sales  Manager  for 
the  Building  Materials  Division  at 
Bird  &  Son,  Inc.,  East  Walpole, 

Mass.,  manufacturers  of  asphalt 
roofing  and  shingles,  floor  cover¬ 
ings  and  paper  products. 


October,  1951 


43 


03. 


The  Doorway  to  Quality 

It's  iust  as  easy  to  sell  top  quality 
— and  far  more  profitable. 

THE 

ELLWOOD 
Aluminum 
DOOR 

The  finest  engineered 

Door  on  the  market 

^  Quality  &  Beauty 
if  Rigid  Construction 
if  Competitively  Priced 

Our  distributors  have  doors 
for  immediate  delivery 

DEALERS:  INQUIRIES  SOLICITED 

for  Folder  and  Complete  Information 

ELLWOOD  ALUMINUM  DOOR 

CO..  INC. 

ELLWOOD  CITY,  PA. 

Phone  1594 


Mr.  Hubbard,  who  succeeds  the 
late  Edmund  F.  Murphy,  has  been 
a  Sales  Representative  for  Bird  & 
Son  since  1928.  Until  his  recent 
promotion  he  had  for  a  number  of 
years  covered  territory  in  Con¬ 
necticut. 

*  *  * 

Jack  L.  Parker  Heads 
New  Wallboard  Firm 

.Mr.  Jack  L.  Parker,  formerly  ex¬ 
ecutive  and  sales  manager  of  Rox- 
dale  Building  Products  of  N.  Y.  is 
now  President  of  his  own  firm. 
Panelboard  Manufacturing  Co., 
Inc.  of  Englewood,  N.  J.  This  newly 
organized  firm  specializes  in  the 
manufacture  of  tileboard,  wood 
grain  finished  hardboard  and  wall- 
board  accessories.  Mr.  Parker,  him¬ 
self,  will  be  no  stranger  to  wall- 
l)oard  dealers  and  di.stributors, 
many  of  whom  he  knows  personally 
as  a  result  of  his  long  experience 
in  the  wallboard  field. 

Mr.  Parker  stated  that  his  firm 
had  obtained  its  manufacturing  fa¬ 
cilities  in  Englewood  several 
months  ago.  According  to  him,  the 
firm  has  been  fortunate  in  obtain¬ 
ing,  in  spite  of  shortages,  the  finest 
and  mo.st  modern  machinery  avail¬ 
able  for  the  manufacture  of  its 
j)roducts,  including  .some  patented 
new  developments  of  its  own. 

*  *  n* 

Millard  Furman  Becomes 
Nersica  Exec.  Assistant 

•Millard  (Andy)  Furman  l)ecame 
Executive  Assistant  to  NERSICA 
•Managing  Director  Nichols,  July 
first.  Decision  to  give  Mr.  Nichols 
additional  help  was  made  by  the 
Hoard  of  Director.--  at  their  meet¬ 
ing  April  30th. 

President  Crudele.  Treasurer 
Lingenfelter  and  Managing  Direc¬ 
tor  Nichols,  as  a  committee  with 
I)ower  to  select  the  man,  have  been 
on  the  lookout  since  that  time.  The 
availability  of  Andy  Furman  .seem¬ 
ed  to  the  committee  to  offer  an 
unusual  opportunity  to  get  the 
right  man  for  the  job. 

Mr.  Furman  has  had  long  expe¬ 
rience  in  our  business,  dating  back 
to  1940  when  he  transferred  from 


the  C.I.T.  Corporation,  where  he 
had  been  in  general  installment 
finance  department,  to  the  Grama- 
tan  National  Rank  and  Trust 
Company  in  Rronxville,  New  York 
in  the  home  improvement  depart¬ 
ment.  He  finally  became  A.s.sistant 
Vice  President  of  the  Gramatan 
Company  in  charge  of  the  develop¬ 
ment  of  home  impmvement  loans. 
He  is  a  three-year  veteran  of 
World  War  II. 


Brainard  Steel  Co.  Appoints 
H.  W.  Hughes 

Brainard  Steel  Com|)any  has  ap¬ 
pointed  a  new  West  Coast  Man¬ 
ager,  Harry  W.  Hughes.  He  will 
open  a  new  office  at  717  Market 
Street,  San  Franci.sco,  as  of  Aug¬ 
ust  1,5.  He  will  l)e  in  charge  of  .sales 
for  The  Brainard  Steel  Strapping 
System,  Electric  M'elded  Mechan¬ 
ical  Tubing,  and  Building  Products, 
(Cnnfinutfi  an  Pu(/e  44) 
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BUILDING  SPECIALTIES 


vukTii  yottR  OWN 


Success  comes  naturally  to 
good  soles  and  management 
men,  who  adopt  the  Kouf- 
monn  Plan  of  merchandising 
aluminum  building  products. 
It  lets  you  start  as  small  as 
you  wish  and  promotes  your 
growth  as  fast  as  you  can 
take  it. 


WRITE  FOR  OUR  NEW  CATALOG 


KAUFMANN  CORP. 

17210  GABLE  DETROIT  12,  MICHIGAN 


MANUFACTURERS 
and 

DISTRIBUTORS 

of 

COMBINATION  WINDOWS 
and  DOORS 


We  have  been  supplying  special 
hardware  for  all  types  of  combina¬ 
tion  windows  and  doors  for  many 
years  and  know  their  problems. 


If  you  are  converting  to  wood 
windows  we  con  be  of  particular 
service  to  you,  or 

if  you  have  any  engineering 
problems  on  metal  or  wood  combi¬ 
nation  windows  and  doors  and 
their  small  parts,  call  on  us— NOWJ 


G.  Grant  Metal 
Mfg.  Co. 

163  Buscher  Avenue 
Valley  Stream.  L.  I.,  N  Y 
Phone  —  Valley  Stream  5  5581 


Delaware  Dealer 

(('otifiniitd  from  Pofic  41) 
salesmen”  al.so  attracted  walk-in 
[irospects. 

The  sales  force  consists  of  5  men 
who  are  paid  a  drawing  aj'ainst 
commi.ssion  and  also  receive  a 
Ijonus  ha.sed  on  monthly  produc¬ 
tion.  Thus  if  a  man  turns  in  100 
window  orders  in  one  month  he  re¬ 
ceives  an  extra  dollar  for  each  of 
the  windows  he  has  sold. 

Installation  work  is  sub-con¬ 
tracted  to  an  experienced  mechanic 
who  does  this  type  of  work  very 
rapidly.  The  workshop  and  ware¬ 
house  are  located  close  by  the  .sales 
office. 

P'or  repairs  and  .servicing,  Dela¬ 
ware  Storm  Sash  jroes  out  of  its 
Wily  to  ^ive  customers  prompt  at¬ 
tention.  Kven  thoujrh  a  window 
may  have  been  purcha.sed  from  an¬ 
other  firm,  this  type  of  caller  is 
treated  .just  like  a  rejrular  customer 
and  the  rejuiir  man  K'les  out 
promptly  to  rectify  the  condition. 
As  a  result  the  satisfied  home- 
owner  is  often  likely  to  make  a 
supplementary  purcha.se  or  recom¬ 
mend  a  prospect.  A  j^ood  i)ercent- 
ajrc  <»f  volume  is  traced  to  this 
source  alone. 


B.S.  Reporter 

(('oiitiinird  from  Pdf/t  4.‘1) 
includinjr  the  Tel-O-Posts,  Stt'el 
StronjT  Posts,  and  Areawiills. 

New  warehou.se  facilities  have 
been  established  at  .‘555  Barneveld 
Avenue,  San  LT'anci.sco  24.  Cali¬ 
fornia,  to  offer  better  service  for 
customers  for  Ilrainard  .strapping 
and  straiipiiifT  tools.  The  new  office 
will  offer  coordinated  .sales  .service 
for  California,  Oregon,  Washinjr- 
ton,  Arizona,  and  Nevada. 

*  Nc  4: 

A.  J.  Tysenn  Appointed 
By  Owens-Illinois 

Anthony  J.  Ty.senn,  Merchant- 
ville.  New  Jer.sey,  has  been  a.ssipn- 
ed  to  the  Philadelphia  office  as  .sales 
engineer  for  the  Kiiylo  Division  of 
Owen.s-Illinois  Glass  Company,  it 


DEALERS 

Wanted 

For  the  Most  Beautiful 
Self-Storing 

CALIFORNIA 
REDWOOD 
COMBINATION 
WINDOW 
On  the  Market 

in 

Ohio  and  Western  Penna. 

STORM  SEAL  CO. 

8927  Carnegie  Ave. 
Cleveland  6,  Ohia 
Phone:  RA  1-8282 
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was  recently  announced  by  W.  M. 
Hankins,  Jr.,  general  .sales  man¬ 
ager  for  the  Divi.sion.  The  assign¬ 
ment  was  effective  June  8,  1951. 

Mr.  Tysenn  was  employed  by  the 
Kaylo  Division  February  5,  1951, 
and  had  been  in  training  in  the 
Toledo  offices  and  at  the  Ilerlin  and 
Sayreville,  New  Jersey,  plants  until 
May  15  when  he  was  sent  to  the 
Philadelphia  office  for  field  train¬ 
ing.  He  replaces  H.  L.  Pickel  who 
left  the  Company  on  June  8  to 
enter  business  for  himself. 

^  ^ 

New  Products  At 
Nat'l  Hardware  Show 

Hundreds  of  new  products  will 
be  shown  to  the  trade  for  the  first 
time  at  the  National  Hardware 
Show,  when  it  opens  its  doors  at 
the  Grand  Central  Palace  on  Octo¬ 
ber  8th  for  a  five  day  run.  ’ 

Over  650  exhibitors  will  also  take 
advantage  of  the  Show  to  present 
(('oiifimicd  OH  PofU'  49) 


NEW!  CUPOLA  ROOF  VENTILATORS 


Herf's  a  buildinf  ipecialty  that  is  setting  sales 
rpcords.  A  welt-proportioned  Cupola  that  may  be  sold 
at  half  the  cost  of  the  usual  made-to-order  unit. 
Mad«  of  white  pine  with  metal  roofs.  Furnished 
with  and  without  weathervanes  Meal  ventilator. 
Adjustable  to  most  every  angle  roof.  2  sires: 
21"  X  21"  X  26"  and  Jl"  %  31"  x  36". 

SPECIAL  COMBINATION  OFFER 
(for  dealers  only) 

Large  >i/e  successfully  retailing  for  over  $77.50 
and  small  sire  for  over  $50.50.  Send  just  $86.95 
and  a  sample  of  each  sire  Cupola,  with  proper  sire 
Horse  Weathervane,  will  be  shipped  prepaid,  on 
introductory  offer.  Add  $2  to  your  check,  if  west 
of  the  Mississippi. 

Money  back  if  not  completely  satisfied. 

Samcne  ornamental  iron  railinps  are  also  low  In¬ 
vestment  money-makers.  4  out  of  5  of  your  present 
customers  are  good  prospects.  Write  for  details  today  I 

WM.  J.  SAMCOE  IRON  COMPANY 

Famous  for  Iron  Railings  for  Over  20  Years 
917  Military  Road  Kenmore  17,  N.  Y, 


When  you  want  (QUALITY  wiinlows 

You  Can’t  Beat  Redwood 


(dieek  these  proven  faets: 

1.  REDWOOD  is  one  of  the  world’s 
finest  insulators! 

2.  Meat  flows  thru  steel  260  times  as 
fast  as  thru  REDWOOD! 

.3.  Heat  flows  thru  aluminum  1161) 
times  as  fast  as  thru  REDW’OOD  ! 

4.  REDWOOD  used  by  the  CAMP¬ 
BELL  SASH  WORKS  shows  less 
shrinkage  and  swelling  than  -con¬ 
crete! 

REDWOOD,  —  even  under  condi¬ 
tions  that  favor  decay,  —  is  one 
of  the  world’s  most  durable 
woods! 

6.  REDWOOD  DEALERS  show  a 
greater  percentage  of  profit  per 
dollar  of  merchandi.se  .sold. 


CAMPBELL’S  Redwood  Combination  Windows  are  the 
finest  quality  obtainable. 


THE  CAMPBELL  SASH  WORKS 

2109  WILSON  .WENl'E  C  AMPBELL,  OHIO 

Phone;  .>2615 


"Worth  its  weight  in  gold." 

"We  think  your  Manual  is  terrific." 
"The  Bible  of  the  Industry." 


That’s  What  Dealers  Say  About 
ROOFIHG,  SIDING  & 
BUILDING  SPECIALTIES  MANUAL 
1  9  5  2  Edition 
Order  NOW! 
Only  $3.00 


BUILDING  SPECIALTIES 

425  —  4th  Ave..  New  York  16,  N.  Y. 

Please  send  me  .  copies  ol  the  1952 

Rooting,  Siding  and  Building  Specialties  Manual. 

NAME  liriE 

COMPANY  . . 

ADDRESS  . 
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BUILDING  SPEQALTIES 


mSTAUTfIT 


EXTRUDED  ALUMINUM 

CASEMENT 
STORM  WINDOWS 


IMMEDIATE 

DELIVERY 


•  Sell  today  — 
Install  tomorrow! 

•  Fit  all  standard 
metal  casements! 


•  Installed  as  simply 

as  putting  up  screens! 

•  No  interference  with 
Venetian  blinds  or  drapes! 

EASIEST  WINDOW  TO  SELL! 

plus 

BIGGER  PROFITS 

Wnte  today  tor  complete  information 


UNIVERSAL  FABRICATORS 

•d5  • '865  BOON  E  AVE  ‘NEW  YOBK  60  N  Y 

Kl  2-0350 


New  Products 

(Continued  from  Page  27) 

24"  and  edge  fastening  targets  6" 
apart  to  ease  measuring  and  uni¬ 
form  attachment. 

Properly  installed  Kimsul  insul¬ 
ates  against  conducted,  convected 
I  and  radiant  heat  losses,  also  pro- 
■  vides  a  positive  vapor  barrier 
against  possible  condensation  in 
wall  and  ceiling  areas. 

4c  «  « 

Booklet  Describes  Reynolds 
Aluminum  Reduction  Plant 

A  new  booklet  showing  how  its 
.Jones  Mills,  Arkan.sas,  plant  pro¬ 
duces  aluminum  pig  by  the  electro¬ 
lytic  reduction  process,  has  just 
been  published  by  Reynolds  Metals 
Company.  It  pictures  the  two  new 
8()()-f()()t  long  buildings  which  house 
the  new  pot  line  just  put  into  opera¬ 
tion  to  add  .some  42  million  pounds 
fo  me  plant’s  yearly  capacity. 

The  plant’s  original  rated  capa¬ 
city  of  144  million  pounds  was  pro¬ 
vided  by  eight  potrooms,  each  with 
64  pots.  Eai-ly  in  1951,  8  million 
pounds  new  capacity  was  obtained 
by  adding  .‘12  pots,  4  in  each  of  the 
eight  potrooms.  Now  with  the  addi¬ 
tion  of  the  two  new  potrooms,  there 
are  ten  potrooms  each  with  68  pots, 
and  total  plant  cai)acity  is  194  mil¬ 
lion  pounds  yearly. 

♦  «  * 

Reflective  Insulation 

An  addition  to  the  complete  line 
of  reinforced,  water-proof  and 
black  paper  lines  of  the  Richkraft 
Co.,  is  a  reflective  insulation, 
known  as  “Richflex.’’ 

Type  A  consi.sts  of  two  sheets  of 
Richflex-coated  Kraft,  bonded  to¬ 
gether  with  asphalt  and  reinforced 
at  the  edges  and  center  to  provide 
(Continued  on  Page  50) 


Subscribe  Today 
fo 

Building  Specialties 
only 

$3.00  a  Year! 


REXTRUDE 

SCREEN  SPLINE, 
WINDOW  SPLINE 
and  GLAZING 

CHANNEL 

Insures  the  superiority 
of  Screens — Windows 
— Combinations 

Rextrude*  spline  and  glaz¬ 
ing  channel  is  the  quality 
product  of  the  industry — it 
has  many  years  of  research 
and  experience  behind  it. 
Write  today  for  descriptive 
information,  samples  and 
prices. 

I1E|^W  *  Reg.  U.  S.  Pot  Off. 

'74e  IILA  COePODAIION 

Dept.  A-5 

51  Landsdowne  Street 
Cambridge  39,  Massachusetts 
Phone:  TRowbridge  6-1374 


DEALERS 

WANTED 

FOR 

IdJoluenlne 

ALL  ALUMINUM 

CASEMENT  STORM  | 

WINDOWS  &  SCREENS 

• 

OmmetJUate 

FROM  OUR  WAREHOUSE 

STEWART 
WINDOW  CO. 

Tel.:  GArfield  6-0616 
CLEARFIELD  and  RUTH  STS. 
PHILADELPHIA,  PA. 


October,  1951 

Four  Pointers  To  More  Business 


Fill  in — Tear  off — and  Mail 


YOU  NEED 


MORC  SALBS— 

Are  shortages  cutting  down  your 
soles  volume?  You  con  increase 
those  drooping  sales  by  adding 
more  items  to  your  present  line  of 
products. 


HAPPY  SALESMEN--- 

Now  is  the  time  to  add  that  extra 
item  which  will  diversify  your  home 
improvement  specialties.  Keep  your 
sales  force  intact  by  giving  them 
more  products  to  sell. 


MORE  PROFITS--- 

It's  not  the  price  that  counts  so 
much  as  the  profit  margin.  The 
building  specialties  in  the  coupon 
at  the  right  will  yield  plenty  of 
profit  for  you! 


NEW  ITEMS— 


New  products  are  available  now 
that  combine  novelty,  utility,  and 
permanent  value — qualities  that 
attract  customers  and  increase  your 
sales  volume — Choose  them  now! 


This  coupon  will  bring  you  the  latest 
literature  and  facts  about  any  product  that 
you  think  you  can  sell.  If  you  are  planning 
to  expand  your  business  volume  by  adding 
another  specialty  to  your  present  line  of 
products,  check  the  items  that  interest  you 
and  mail  to  Building  Specialties,  425  Fourth 
Avenue,  New  York  16,  N.  Y.  No  obligation 
on  your  part  is  implied. 


October,  1951 
BUILDING  SPECIALTIES 
425  Fourth  Avenue 
New  York  16,  N.  Y. 

Send  me  facts  on  the  Hems  cheeked. 

□  Aluminum  Combination  Doors 

□  1  tj  2-Track  Aluminum 

Comb.  Windows 

□  Triple  Track  Aluminum  Combinations 

□  Sprayed  Asbestos  Siding 

□  Alum.  Outside  Casement  Storm  Sash 

□  Wood  Outside  Casement  Storm  Sash 

□  Steel  Combination  Windows 

□  Wood  Combination  Windows 

□  Wood  Combination  Doors 

□  Plastic  Wall  Tile 

□  Shower  Doors  &  Tub  Enclosures 

□  Aluminum  Casement  Screens 

□  Cupola  Roof  Ventilators 

□  Aluminum  Casement  Storm  Sash 

□  Steel,  Wood  Casement  Storm  Sash 

□  Sprayed  Plastic  Siding 

□  Sectional  Overhead  Garage  Doors 

□  Metal  Awnings 

□  Insulating  Siding 

□  Aluminum  Door  Grilles 

□  Sprayed  Insulation 

□  Caulking  &  Glazing  Compounds 

□  Plastic  Weatherstripping  for  Metal 

Casements 

□  Storm  and  Screen  Door  Hardware 

□  Metal  Coating  Service 

□  Asphalt  Roofing  Shingles 

□  Metal  Moulditfgs 

□  Venetian  Windows  and  jalousies 

□  Stone  Type  Siding 

□  Plastic  Splines  and  Glazing  Channels 

□  Home  Fire  Alarms 

Other  Items . 

Send  me  Bldg.  Specialties,  12  months, 
$3.00  □ 

Name . 

Finn  . 

Position  . 

Address . 
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from* 

mil  c»'*W 


ASSEMBLE  These  Aluminum  Combination 
Storm  Windows  YOURSELF. 

NO  EXPENSIVE  EQUIPMENT  NEEOEO! 

Smart  dealers  are  buying  V'-Seal  knocked* 
down,  "picture  frame”  windows — assembling 
them  themselves  and  pocketing  the  savi 
/Assembly  of  these  sturdy  windows  is 
— only  SIO.OO  worth  of  nvols  necessary 
Anvone  can  do  it — in  the  shop  or  on  the 
Installation  is  just  as  simple.  New,  exclusi 
\'-Seal  "picture  frame"  construc¬ 
tion  fits  all  modular  windows — 
gives  weathertight  fit — ends  costly 
on-the-joh  fitting  and  adjustment. 


Buy  at  Distributors  Prices  .  .  .  Moke 
Combined  Distributor,  Dealer  and  Retailer's  Profit 

All  N'Scal  products — .Aluniinutn  (^luibiiianon 
Windows.  Storm  Sasli  for  Steel  Cisements  and 
ll.iseincnr  Sash  tan  he  bought  knocked  down — a 
feature  that  makes  it  possible  for  \ou  lo  ^ell  them 
lower.  Mt  make  more  profir. 

Fostc'n  Divtcion,  478  Belmont 
Avenue,  New  Jortey 

Western  CivLion,  1134  S.  6th  Street,  St.  Louis,  Missouri 


The  Complete  Line 

/4lcOHi4tU*H 

Combination  Storm  Window 
plus  Storm  Sash  lor  Stec. 
Casements  and  Basemem 
Windows. 


I  ACT  NOW 


writo,  plmw  ar  wir* 
tar  datoiU  aad  pricai 


^J-Seal  CORPORATION 

1300  Batavia  Avenue,  Royal  Oak,  Michigan 


Hints  To 
SALESMEN 


The  following  column  is  an  excerpt  from 
m  article  on  CLOSING  SALES  by  George 
Kellogg. 


ONCE  a  salesman  starts  tt»  close 
a  storm  window  deal  he  should 
liken  himself  to  being  on  a  roller¬ 
coaster  that  smoothly  and  swiftly 
is  reaching  the  end  of  its  run.  In 
a  sniotfth,  casual,  easy  way,  permit 
no  objections  or  questions  on  the 
part  <»f  the  customer  to  intervene 
at  this  time. 

Once  you  figure  f)ut  the  cost  of 
the  windows,  prepare  your  «»rder 
immediately,  ready  f(*r  a  signature. 
Write  the  following  «m  the  order: 

(1)  Name;  (2)  address;  (.’I)  The 
amount  of  the  windows  and  their 
total  cost.  Then,  get  up  from  your 
chair,  u'alk  over  to  the  customer 
and  .say: 

“Xdir  Mr.  Smitfi,  /  rcuUzc  ijdii 
are  anxious  to  kuoir  hoir  really 
little  these  storm  iriudoirs  cost  ijou, 
so  I  am  suhmittiug  this  little  e.sti- 
mate  to  shoir  you  hoir  really  little 
they  do  cost. 

{XOTK:  Xerer  sit  iu  your  chair 
aud  quote  the  ju'icc.  Xo  fouutaiu 
peu  was  crer  made  so  long  that  it 
reached  clean  across  a  living  room 
for  a  signature!) 

More  in  close  to  the  customer  so 
that  you  can  get  that  signature. 
This  is  the  moment  that  you  have 
sweated  for  all  day,  ringing  door 
hells.  Th’s  is  tin-  pay-off!  .And  it 
doesn’t  take  hut  tieo  minutes  for 
yon  to  put  the  customer  in  the  posi¬ 
tion  that  he  must  do  one  of  two 
things — (1)  okay  the  order  (never 
use  the  w  ird  sign)  or  (2)  come  up 
with  on  objection. 

When  you  lay  the  order  in  his 
lap  and  his  eyes  drop  down,  he 
should  only  then,  for  the  first  time, 
know  how  much  the  order  will  cost 
him  I  Now,  easily  and  casually  .say, 
“That  is  the  cash  price  .Mr.  Smith.” 
Hesitate  a  -second  to  see  if  he 
“goe.s”  for  the  deal,  then  say,  "Hut 
I  suppose  you  buy  on  lime,  Mr. 
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Smith.”  (Then  drop  a  bomb  on 
him!) 

“.Mr.  Smith,  these  windows  will 
cost  you  only  $.‘{.5.0!)  a  month! 
(NOTtl:  You  are  quoting  him  1- 
year  FHA  terms  on  a  $4()().()0  deal.) 

He  protests  immediately,  “Mr. 
Salesman,  that  is  not  within  my 
budget.” 

“Oh  Mr.  Smith,  yon  did 

agree,  right  after  the  detnon.stra- 
tioH  that  you  would  buy  the.'<e  wiu- 
doir.‘<  if  they  were  within  your  bud¬ 
get.  I  mippoae  $12  or  $15  per  month 
u'ould  be  more  within  your  budget, 
u'ouldn’t  it?” 

“That't<  more  like  it,  Mr.  Sale,'<- 
man.” 

“My  co)igratulation.'t,  Mr.  Smith, 
you  have  ju.'it  purcha.sed  a  beauti¬ 
ful  .'<et  of  .'itorm  window.'^  for  your 
lovely  home.  They’ll  only  run  you 
per  month."  (XiXTF?:  You 
are  now  quoting  him  -i-year  FHA 
terms.) 

(To  Be  Continued  in  the  Noyember  Issue) 

B.S.  Reporter 

(Continued  from  Page  45) 
new  merchandising  plans  and  pack¬ 
age  presentations.  Many  new  mer¬ 
chandising  plans  have  been  created 
by  the  exhibitors.  Although  the 
Show  doesn’t  open  until  October, 
95 'f  of  the  space  has  been  taken 
and  registration  from  buyers  is  the 
large.st  in  the  Show’s  hi.story  at  this 
early  date.  The  foreign  buyer  regis¬ 
tration  has  been  increasing  each 
year  and  from  the  regi.strations  on 
hand,  this  year’s  attendance  will  be 
far  greater  than  any  previous  year. 

Another  feature  of  the  Show  will 
be  the  unusual  and  special  booth 
creations  adopted  by  exhibitors  to 
display  their  merchandising  and 
sales  plan.s. 


DOOR  GRILLES! 

Read  about  them  in  the 
November 

BUILDING  SPECIALTIES 


AND  N0W...\\)e  WeATHER-TiTE 

REDWOOD  OUTSIDE  CASEMENT 
STORM 
WINDOW 


WEATHER-TITE  proudly 
presents  its  new,  genuine 
California  Redwood  Out¬ 
side  Casement  Storm  Win¬ 
dow.  Built  with  the  skillful 
precision  that  has  made 
Weather-Tite  famous,  and 
priced  .  right,  this  leader 
will  be  bound  to  be  a 
profit-maker  for  you! 


>  lir.'m*diat«  Delivery 


)  Modern  design  permits  quick,  easy, 
permanent  installation. 


Weaiher-Tite 


•  Gtnuin«  Cplifornio  Rtdwood  Con* 
tiruclion  tho  porfoct  insulator 

and  oxfrtmoly  dwrablo 


WRITE  •  WIRE  •  PHONE 
1859  East  63rd  Street 
CLEVELAND  3,  OHIO 
Express  1-2816 


^  Guaraalt«d  by^ 
Moad  HMsakatflof 


Mmtionmlty 
with  BmttI 


When  you  sell  "4  STAR"  KEYSTONE  productSyf 
it’s  like  oi  endless  choin . . .  each  installation 
sells  mother... price  meets  my  competHiml 


KEYSTONE 

America's  Finest  Aluminum 

Storm-Screen  DOORS  &  WINDOWS 


We  challenge  comparison  with  any  aluminum 
storm-screen  Doors  and  Windows  for  all  four 
star  features: 

it  Permanent  Construction  it  Usable  Features 
it  Distinguishable  Quality  it  Economy  Price 

Keyston#  offers  practical  features  that  customers  con  read¬ 
ily  see  and  appreciate.  Sturdy,  balanced,  clear  vision  door 
construction  with  full  length  piano  type  hinge  which  elimi¬ 
nates  mortising.  Door  con  be  had  with  or  without  jomb. 
Self-storing,  TRIPLE  ACTION  Windows  with  special  venti- 
loting  louvers.  Adjustoble  closure  strip  for  perfect  fitting. 
All  glass  glazed  in  plastic  for  easy  replacemant.  Yes,  low  in¬ 
stallation  cost  plus  no  ofter  headaches  means  MORE  PROFITSI 


PROMPT  DILIVIRY  e  ASSIMBLY  PLANTS  COAST  TO  COAST 


f//)  I  t/  h) 

K 

E YSTONE 

A  L 

LOYS  COMPANY 

LATROBE,  PA. 

Wire, 

Phone  or  Moil  Coupon  NOW! 

KfVSTONC  AUOYS  CO 
Na'ional  Sales  OilKe, 

Ae'«edwm  Trees  Ildg  ,  P>'tsbureh  22. 

Send  ccNTplete  >nlormaiioe  We  a«e  i 
□  Disr'<bw>orvh>p  □  OealersNe 


Name.. 


n 
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1w» 


Ace  Industries  <'o..  The .  3 

\dams  Knitineerine  Co .  32 

Maddin  Mf)?.  Co. .  17 

Mumatic  Corp.  of  America  .'il 

Aluminum  Fabricating  Co.  7 

\rmstronK  Company  .  32 

Arrow  Metal  Products  Corp.  .  .30 

liarnhart  Co.,  The  A.  M’..  20 

Beaux  .Art  Crafts .  36 

Belson  Co.,  Inc . 12 

Calbar  Paint  &  Varnish  Co .  6 

Calder  .MfR.  Co .  18 

Campbell  Sash  AVorks,  The  1.3 

Charles  Co.  . 10 

Clim-.\-Trnl  I)«M>r  &  Mfjj.  Co.  23 

Itustrite  Pr«Mlucts  Co .  31 

Klmont  .Mfu.  (  o .  32 

Kllwood  .Aluminum  Door  Co.  13 

Hmco  Cement  Co. .  38 

Feather-Lite  Mfx.  Co .  11 

Fire-1. ite  Alarms  .  36 

tilobe  Koofing  Products  (  o .  37 

Brant  .Metal  .MfR.  Co..  B .  14 

(ireKK  F^nf'ineerini'  Co...  28 

(iuildcrest  Co.,  The  30 

Howell  Mfu.  Co. .  3.3 

Ideal  Brass  A\<irks,  Inc .  10 

.lamaica  Sash  &  Door  Co .  II 

Jasco  .Aluminum  Products  Corp..  .  II 

Kaufmann  Corp .  II 

Keystone  .Alloys  Co. .  10 

I.udman  Corp .  30 

-Nash  .MfK.  f  o. .  32 

Ke-Nu-It  CoriMiration .  .3 

Bex  Corporation .  16 

ItoloKlas.s  Kquipment  Corp .  3.3 

KcMtfine.  SidiiiK  &  Building:  Special¬ 
ties  Manual .  1.3 

Samc«>e  Iron  \\ Ork^  .  1.3 

Security  Co.,  The .  11.3.3 

Shower  DcM>r  Co.  of  .America .  3s 

Sprayt*d  Insulation,  Inc .  8 

Stewart  AA  indow  Co .  16 

.Storm  Seal  Co .  It 

.Storm  AAindows  of  Aluiiiiniim.  Inc..  31 
.Stylon  Corp .  J 

Trimcdge,  Inc .  10 

I'niversal  Fahricatoi> .  16 

A  -Seal  Corp .  Is 

AA  allace  Inc.,  Don  B.  .  .  28 

AA'arner  Alfg.  Corp...  11 

AA ealher-Pr(M>f  Co.,  The  .  Back  Ctiver 

AA'eather-Tite  .  10 

AA'erner  Co.,  Inc..  The  B.  D .  10  ! 

AA  estmoreland  Alelal  Mfg.  Corp.  0 

AA  inter  .Seal  (  orp .  12 

Aoungstown  Industries,  liic. .  I 


Competition 

(Continued  from  Page  38) 

with  your  .selling  messages.  Today 
not  tomorrow,  noir  not  ye.sterday. 

By  using  the  mails  you  are  em¬ 
ploying  one  of  the  mo.st  inexpen¬ 
sive  and  mo.st  efficient  tools  of  sell¬ 
ing  available  to  the  individual 
salesman  today.  The  salesmen  who 
u.se  it,  continuously,  day  in  and  day 
out.  will  tell  more  in  more  places 
more  time.s — and  xell  more.  Make 
it  a  point  to  mechanize  yourself. 
Plan  it  purpo.sefully,  intelligently, 
aggressively,  competitively. 

You’ll  stay  on  top  for  sure. 

H  m.  /.  T'  htit  i'll  /’nii/i  i..  Ink- 


New  Products 

(Continued  from  Page  46) 

nailing  strips.  Type  B,  consi.sts  of 
one  sheet  of  Richtlex-coated  Kraft, 
bonded  Avith  asphalt  to  one  .sheet 
of  plain  Kraft.  Designed  for  use  in 
walls,  ceilings  or  under  floors  in 
both  new  or  old  houses  or  buildings. 
Application  is  ea.sy  and  requires  no 
special  tools. 

*  * 

Electric  Hammer 

A  new  portable  electric  hammer, 
consisting  of  tAvo  alternately  ener¬ 
gized  magnetic  coils,  and  Avhich  is 
Avithout  gears,  cranks  and  connect¬ 
ing  rods,  is  manufactured  by  Skil- 
saAv,  Inc. 

The  l'«-inch  hammer  has  an 
operating  range  of  •‘*  j-inch  to  V/r- 
inch  diameter  .star  drills  Avith  ex¬ 
treme  operating  limits  of  ■‘la-inch 
to  l'  :.-inch  diameter  star  drills.  It 
is  16'  I  inches  long  and  Aveighs  20 
pounds.  Complete  line  of  acce.s.sor- 
ies  is  al.so  available. 

Tension  Screen 

An  all-aluminum  screen  for 
double  hung  windoAvs,  non-rusting 
and  needing  no  paint  has  been  de- 
A'eloped  by  Rudiger-Lang  Co. 
Screen  fits  standard-size  double- 
hung  Avood  AvindoAvs,  or  can  be 
made  upon  order  to  fit  any  windoAv. 
It  is  fitted  and  removed  in  seconds 
by  snapping  over  screAvs.  | 


COAT 


PROCESS 

.  .  .  coats  aluminum  or  steel  by  the  mile. 
Produces  a  finish  that  will  not  crack, 
craze,  chip,  peel  or  chalk.  Outlasts  all 
others  in  scientific  Wcatherometer  tests. 

We  also  do  forming, 
slitting  and  shearing 

NOTE  W>  cunnot  guarantee  an 
inexhaustible  supply  of  either 
steel  or  aluminum.  Howexer,  ne 
Qtsnguaruntee  lOO^i  serviceinpro- 
cessing  and  coating  your  metal. 
Since  metals  arc  scarce,  put  yours  to 
the  best  use.  Give  them  the  best  possi¬ 
ble  coating  and  make  the  best  possible 
proht. 

Ask  for  details 

ARROW  METAL  PRODUCTS  Corp. 

Third  Avenue,  Hatkell,  N.  J. 
Pompton  lakes  7-1820 


CLASSIFIED  ADVERTISING 

Under  this  beading  claiiiiied  advertisemeal* 
are  accepted  at  the  uniform  rate  of  25  centi 
a  word,  but  no  advertiiement  taken  for  lees 
than  20  words  with  a  minimum  charge  of 
SS.OO;  3  months  at  20c  per  word  per  tnserlloiL 
Check  or  Money  Order  must  accompany  copy  of 
Classified  Ad.  Advertisementi  soUcitoting  deal- 
ere  or  distributor!,  or  new  products  for  safe,  aot 
accepted  in  classified  section.  Address  all  com¬ 
munications  to  ClassiOed  Department,  BUILD¬ 
ING  SPEHALTIES.  425  Fourth  Avenue.  New 
York  16.  N.  Y. 
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winning  team 


nationally  advertised 


Alumatic  products  ore 
this  fall  in  the  leoding  mogaiines. 


ith  a  total 


CIRCULATION  OF  17,000.000  reoders* 


Triinalir^  arr  the  fanioii«»  lliree-trark 
«*4iinhinatioii^  llial  provide  ac- 

ve^s  at  any  time  for  the  liomeoHiier. 
TlieyVe  mm  e>eii  heller  eiisineereil 
lliaii  before,  ami  tliey  seW  <iii  ^^^ht, 
beraii^e  tliey've  t:ol  everyliiinu  llie 
bomeoHiier  uaiit^  at  a  prire  be  c'an 
affonl  to  pay!  (iomplelely  din'ereiit 
from  all  oilier  combiiiatioii  Himl<m!»! 


Alumatic  is  geared  to  help  you  sell  more,  and  to 
help  you  service  customers  better!  Alumatic  eii- 
perts  ore  constantly  in  the  field  —  to  train  per¬ 
sonnel,  to  assure  perfect  installation.  An  Alumatic 
sales  representative  is  always  avail- 
— oble  in  each  territory  —  to  ossiit 
1  dealers  and  their  salesmen 


•  Inferloi 


Guaranteed  by  ^ 
Good  Housekeepinji’ 

(  f  1 


All  Alumatic  products  bear 
the  Good  Housekeeping 
Seal  of  Approval. 

This  assures  customer  oc- 


ceptance. 


Alumatic  olso  mokes  the  finest,  most  rugged,  oium 
mum  combinotion  doors  (with  full  1  '  thick  eniruded 
frames),  aluminum  screen  doors,  full  ond  holf  screens, 
cmd  Guardian  wood  combination  windows 


K.AY.STO.S  are  the  be>t  rciiiibinulion 
imils  ever  developed  for  wood  or 
metal  caseinenl  Miiidow-i!  They  ran 
be  ill^talled  fin  llie  iii>ide  or  ollt^ide 
of  the  boine  and  are  made  of  the 
biitliest  quality  extriiitionK.  Here's 
why  Kay»to>i  are  the  best! 


FAST  CONVENIENT  SERVICE  FOR  DISTRIB¬ 
UTORS  ON  THE  ATLANTIC  SEABOARD! 

Obtain  complete,  ossembled  units  from  our  New 
Jersey  Division  in  Paterson  No  assembly  problem 
foster  delivery. 


Some  Territories  still 
^  ovoilobie  ter  Oittrlb- 
utorst 


Sertd  me  more  information 
on  TRI  MATIC  and  KAYSTO 


^  Storm  and  screen  slide  aside  for  out¬ 
side  occess,  controlled  ventilation. 

•  Insulate  the  entire  window 
opening  —  sove  fuell 

^  Interlocking  meeting  rail 

*  No  changing  —  No  storing^ 


NAME 


STATE 


L 


1401  so 


v^ieathe® 

fflsi  AOth  St. 


C»eve' 


•Koo9' 


Wtg'‘ 

lion  ' 


io*' 


®^®ination  self-storing 


lirtrodwcMi  only  mm  wmwHi  mff,  WMrtiMr* 
Pf09f»  n^w  Alw'Mdh'lit*  it  alr«ady 
twping  Hm  country  by  ttorml  DmiImv 
•vorywhoro  roport  Mifliutiattk  contumor 
rotpontoi  Oot  on  tho  bond  wfmoo..loo.. 
wHb  ibo  now  Aiu-Mob  lHol 


All  the  Advantage 
of  Aluminum  I 

All  tho  Advonfagos 
Mohogonyl 

[^immodiofo  l^lvoryi 

f^Srootar  Profits 
^ForYOUi 


SHIPPED  ^ 

KNOCKED-DOWN- 

Easily  assembled  in  your  own  shop. 

A  FEW  CHOICE  TERRITORIES 
STILL  AVAILABLE- 

Write  —  Wire  —  Phone  for  Information, 


